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The total number of copies gardmtedl by the publisher 
is of interest to every advertiser, but of greater interest and 
more vitally important to the advertiser is the number of 
copies actually ofreulated. Twenty copies of a magazine 
sent to a news dealer who sells but 5 of them, means that 
your advertisement in that magazine is ** ojpoulated ”” 
only to the extent of 25 per cent. so far as that one news 
dealer is concerned, and there are 26,000 odd news dealers 
that we know of, and this does ggé include the news 
counters in the Department Stores in the large cities, the 
steamers plying the great lakes, the Trans-Atlantic Liners, 
nor the news “butchers” on the thousands of » passenger 
trains run in the United States each 24 hour day. 

Every concern that is spending money in maga- 
zine advertising should inform itself as to the actual 
circulation of the magazines in which it spends its 
money. Calendered paper, colored covers and artistic 
typographical effects are very desirable, but they are value- 
less to the advertiser if they do not get past the News 
Stand “ shelf ’’—do not reach a reader. No human mind 
can measure what reading matter the American public will 
buy 30 days in advance throughout this vast country. Yet, 
more than 60 per cent. of the magazines printed are 
placed on news stands. Ask the news dealers in your own 
town—in your own neighborhood. 


HOME CIRCULATION is the most desirable, and 


that is the kind of circulation 
THE WOMAN’S MACAZINE, 


OF ST. LOUIS, 


gives advertisers. Every copy of our more than 1,500,000 
each issue, goes out in a separate wrapper—REACHES A 
HOME. This “every copy in a separate wrapper” means 
more to the advertiser than appears on the surface. 


Think it Over. 
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The Des Moines Capital 


LAFAYETTE YOUNG, Publisher. 


Des Moines, Iowa, May 22, 1905. 


Printers' Ink Publishing Co. 
New York, N.Y. 

Gent lemen--We have examined the 1905 edition 
of the American Newspaper Directory. We 
believe this Directory to be the most com- 
prehensive and the most conscientiously pre- 

ared of all the advertising directories. 

ic cammete us that it is absolutely essential 
to every advertiser in the conduct of an ad- 
vertising campaign of any consequence. At 
the rate of progress which it is making, 

in a few years it will be considered the Dun 
& Bradstreet of the advertising world. 


Very truly yours, 
L. YOUNG. 


1905 EDITION [QW Reaby For DELIVERY 


Every advertising agent—every advertiser who 
spends as much as five hundred dollars a year in 
general advertising—every maker of material and 
supplies used in a publisher’s office—and every 
firm who has occasional use for a partial or a com- 
plete list of newspapers, class papers and magazines 
published in the United States or Canada—ought 
to buy a copy of Rowell’s American Newspaper 
Directory for 1905. Price $10, net cash. Sent 
carriage paid, upon receipt of amount. 














Send Order and Make Checks Payable to 





CHAS, J. ZINGG, Manager, 
10 Spruce St. (one flight up), New York City. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George | P. Rowell, 
TWENTY-FOURTH PAPER. 


The memories of the early ex- 
periences with the advertising 
agency cluster and concentrate 
around the year 1868. In that 
year the writer had attained to the 
mature age of thirty, and after it 
had come to an end, he was so 
little informed upon ‘the ways of 
the world as to believe that be- 
cause the government had passed 
a law authorizing the collection of 
a tax on incomes, it was, on that 
account, incumbent on him to re- 
spond to the requirements set 
forth, and actually to put in his 
report, and be prepared to pay 
that tax, Figuring it out was easy 
enough. Admitting that the cap- 
ital in the business, which appar- 
ently increased day by day, was 
as great on the last as on the first 
day of the year, it was evident 
that whatever money had _ been 
withdrawn from office earnings 
within the twelve months was in- 
come. It appeared to figure up a 
respectable sum, somewhat ex- 
ceeding $54,000, and upon that 
sum the government would exact 
something more than $2,500 as an 
income tax. It was as bad busi- 
ness policy to hand in a report, as 
it generally proves to be for an 
incoming passenger, on an ocean 
steamship, to fill out the declara- 
tion of what goods are in his 
trunks upon which duties ought 
to be paid. It would have been 
cheaper to allow the officials to 
make their own estimates and ar- 
rive at their own conclusions, 

I hardly believe that my neigh- 
bors, including my landlord, Mr. 
George Jones of the New York 
Times, would have thought it 
likely that I was doing much more 
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than earning office expenses, Mr. 
Jones often told me, in after 
years, that he kept a pretty close 
watch on the rent account for 
some time, for he did not be- 
lieve, in the face of the competi- 
tion I would have to meet, I 
would succeed in gaining a per- 
manent foothold; but as the rent 
was payable monthly and always 
seemed to be handed in one day 
before it was due, without any 
call from a collector, he, after a 
time, began to acquire confidence, 
and became quite willing to 
allow our firm, then consisting of 
Mr. Charles N. Kent and myself, 
to take on office after. office, as 
other tenants went out, and we re- 
quired more room. While we re- 
mained in the Times Building we 
gradually increased our floor space 
until, at the time we moved. in 
1877, we were paying a rent of 
$11,500 a year, and had actually 
given Mr. Jones, in this way, con- 
siderably more than twice as 
much money as the purchase of 
No. 10 Spruce street involved, 
with its 17,500 feet of floor space, 
in fee simple. 

It was not until well into the 
third or fourth year, that I ever 
had time to appreciate the risks I 
had actually run in coming to 
New York, with so small a capi- 
tal, and with scarcely any- ac- 
quaintance. I bought a safe of 
Herring & Co. The firm was 
willing to sell one to be paid for 
in advertising, as it might be 
wanted, in papers of their own se- 
lection : but as the price was $1,- 
300, the manager seemed to be 
only taking a proper precaution, 
when he asked for such. refer- 
ences, as would make it. seem 
probable that he would get. his 
advertising when he called for. it. 
That matter of references was an 
embarrassing one. We had done 
some business for dozens of New 
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York advertisers, but that involv- 
ed trusting them, not being trusted 
by them. We had accounts with 
several of the New York papers, 
but they were small and collected 
monthly; and each publisher felt 
about as Mr. Jones did, and 
would be quite in sympathy with 
the safe man. Every one was 
more in need of information than 
prepared to give it out in my be- 
half. I had had an account at the 
Broadway Bank before coming 
from Boston, but had at that time 
been led to think that the only 
function of a bank official was to 
appear to be somewhat in doubt 
and say nothing very much to the 
point. It is my recollection that 
the safe man, Mr. Farrell, who is 
still living and a director in the 
Lincoln Bank, had decided to let 
me have the safe; when it oc- 
curred to me to tell him, if he 
would knock off $300 from the 
price, I would give him a check 
for the remaining $1,000, that 
very minute. He accepted the 
proposal with so much alacrity 
that I was led to think then, and 
have never ceased to think since, 
that had I suggested an $800 re- 
duction, and offered a check for 
$s00, I would still have become 
possessed of that great iron cabi- 
net that continues to this hour 
(1905) to inclose and protect the 
books of the Advertising Agency, 
and for which, in case of closing 
out the business, it is not, in my 
opinion, probable that the receiver 
would ever realize so much as 
$125. Transactions in safes were 
so peculiar thirty or forty years 
ago, that the sign DANGER, always 
exhibited on the street when a 
safe is in sight, has ever seemed 
to me to be singularly appropriate. 
This is in no sense a criticism of 
Mr, Farrell or Herring & Co., for 
my treatment by them was very 
considerate, and they allowed me 
to have my own way in the whole 
transaction. 

By and by the newspapers print- 
ed a list of the people who paid 
an income tax, and the amount 
thereof, and in my case, for a 
wonder, my name was spelled cor- 


rectly, the initials were my own, 
and the figures absolutely accu- 
Few people, who have not 


rate, 
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can 
realize how that publication en- 
hanced my personal importance at 
that boarding house in University 


had a similar experience, 


Place. The managers were two 
maiden sisters, the Misses Stry- 
ker, or I think I may say that the 
elder, Miss Katherine Stryker, 
was the manager and the younger, 
her companion, dependent and 
pride. Miss Helen must have 
been a beautiful girl, in her youth, 
and there was always about her 
an air of mystery and melancholy 
that won upon the sympathies of 
those who looked upon her on the 
rare occasions when she allowed 
herself to be seen. I and my 
small family became the star 
boarders; had a private table in 
one corner of the dining room, 
quite separate and apart from the 
long one at which all the other 
boarders sat; and, although the 
cost was increased, I was never 
quite certain that I liked the new 
arrangement, for there is a great 
deal of fun and friendliness to be 
found in the associations of a 
boarding house, and the peculiar- 
ities of the inmates and their con- 
versation—their pride, their hopes, 
their ambitions—have in them 
much of human interest. 

One good lady had a distinct 
formula, always used in ordering 
her breakfast. “Delia,” she would 
say to the waitress, “I—want a— 
very—small — piece — of — beef- 
steak, v-e-r-y rare, and v—e—r—y 
tender, tell Miss Stryker.” And 
another boarder, who sat opposite, 
commenting on this daily formula, 
used in after years to relate that 
Delia would go out, and after 
being gone half an hour, return 
“with a piece of gristle about as 
big as my two hands.” 

There was a_ gentleman of 
southern birth and breeding; a 
lawyer, an educated man. He it 
was who first directed my atten- 
tion to the delightful humor of two 
books, not now very often seen: 
“Georgia Scenes,” and “Flush 
Times in Alabama.” This good 
man had evidently not been used 
to boarding houses, for he always 
passed a dish before helping him- 
self, and as no dish ever came 
back, or if it did, came back 
empty, he gradually grew serious 
(Continued on page 6.) 
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WANT “AD” PAPERS... 
YOU SHOULD 





is a dis- 
tinct connec- 
tion between 


classified and dis- 


play advertising. A 

paper known as a want ad 
medium is usually a favorite 
with local advertisers, and se- 


— Printers’ Ink. 


cures as much general business as 

any of its competitors. 
advertisers makea practice of selecting 
mediums by their want ad patronage.” 


Sometimes 


Washington, the following high-grade evening papers lead all 
contemporaries in classified advertising. ‘The general adver- 
tiser can make no mistake in using these papers : 


The News carries 
more want ads_ than 
any other Baltimore 
daily. Recognized want 
ad medium of Balti- 
more. 


The Montreal Daily 
Star carries more want 
ads than all other Mon- 
treal papers combined. 


The Journal carries 
more want advertising 
than any other paper in 
Minneapolis or St. Paul. 


Printed 125,207 more 
classified advertise- 
ments, during 1904, than 
all other dailies of In- 
dianapolis combined. 


The Evening and Sun- 
day Star carry double 
the number of want ads 
of any other paper. 


The 
Baltimore 
News 





The 
Montreal 
Star 


The 
Minneapolis 
Journal 


The 
Indianapolis 
News 








The 
Washington 
Star 


The News absolutely 
covers the field. Larg- 
est circulation in Balti- 
more of any paper. 


The Star is the requi- 
site to a successful ad- 
vertising campaign in 
Montreal. 


The favorite medium 
of “The Great North- 
west” for general ad- 
vertisers. 


The News carries 
more foreign and local 
display advertising than 
all other Indianapolis 
papers combined. 


Reaches over g2 
per cent of the white 
homes at The Capital. 
Largest circulation of 
any local paper. 








Tribune Building, 
NEW YORK. 






Special Representatives: 
DAN A. CARROLL, 






W. Y. PERRY, 
Tribune Building, 
CHICAGO. 
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and thin. We all eat too much, 
however, and I am not certain 
that the man did not live longer 
than he would if his manners had 
been less considerate. In after 
years this same good man, who 
lingered on after I had gone away, 
came to me to say that the old 
house had been given up, that the 
two old sisters were as poor as 
they were deserving—and that 
meant very poor indeed—that they 
seemed to have no friends to lend 
a helping hand, and that he, per- 
sonally, had charged himself with 
the duty of finding out a respect- 
able, comfortable old ladies’ home, 
where they might be permanently 
cared for; if only a certain speci- 
fied moderate sum might be raised 
to cover a stipulated admission 
fee. It was one of the sweetest 
pleasures afforded by a moderate 
prosperity that I was able to re- 
spond to his suggestion in a man- 
ner that made it unnecessary for 
him to present the case in other 
quarters; and, although I do not 
now recall the name of the insti- 
tution, and never visited it, I did 
feel complimented to receive its 
annual reports so long as the good 
ladies lived, and to note that my 
own name was given a_ place 
among the very respectable list of 
gentlemen that constituted the 
board of managers. 

There was living, at this board- 
ing house, a ‘beautiful woman; in 
appearance much what Mrs. Pat- 
rick Campbell is to-day. Her 
husband, a gentleman of old- 
fashioned, graceful manners; was 
a descendant, and bore the name 
of ‘a famous Virginia family. In 
the privacy of their room, with 
the intimacy that grows with 
every-day acquaintance, occasion 
was once taken to speak of the 
luxuriant beauty of the lady’s 
hair; whereupon she produced 
what I think was the longest um- 
brella box it was ever my fortune 
to see; and, opening it, exhibited 
material out of which a consider- 
able switch might be mariufactur- 
ed; and explained, that for years, 
at her toilet, it had been her prac- 
tice to straighten out and preserve 
every hair that parted company 
with its neighbors. These good 
people disappeared from my view, 


for many years; but once, while 
in Washington, having occasion 
to visit the State Department to 
obtain a passport for use on a 
proposed visit to foreign coun- 
tries;-I was surprised, and pleas- 
ed, to find the gentleman who 
would attend to my requirements, 
was no other than my old friend 
of University Place. Having ob- 
tained the address, I proposed to 
pay my respects to his good lady. 
Not being particularly familiar 
with Washington localities, I re- 
member going out of a side door 
of the hotel where I was stopping 
and engaging a coupe, ordering 
the driver, for some reason I 
hardly know what, to come around 
to the front entrance for me a 
little later. There was a peculiar 
expression on the face of the man 
when I gave him the address to 
which he was to take me; but I 
took my seat, and he departed; 
stopping a minute later before a 
house that stood within twenty 
feet of the place where his cab 
had been standing at the time I 
engaged him. I then understood 
the smile I had previously ob- 
served. While in conversation 
with the lady, inquiry was made 
as to the ultimate fate of that 
wonderful umbrella box of form- 
er years and she thereupon, while 
asserting that her hair had lost 
something of its luxuriance, di- 
rected my attention to a very 
beautiful coil, which she assured 
me was the satisfactory result of 

her years of painstaking saving. 
There is one other memory, 
connected with the life in the 
University Place house, that often 
comes to mind. Confinement to 
a desk had made it advisable for 
me to seek some out of door en- 
tertainment; and an old friend 
from my New Hampshire home, 
sold me a small, young, rather 
ugly, strawberry roan mare, that 
developed not only a most charm- 
ing disposition, but an unexpected 
capacity for speed; and many a 
delightful surprise she gave me 
on Harlem Lane, and out beyond 
McComb’s Dam Bridge, on the 
road to the Jerome Park of those 
days. Few horses were encoun- 
tered that, in a short brush, she 
would not get ahead of; but I re- 
(Continued on page 8.) 4 
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The Advertising 
of Clothing— 


In McClure’s for June we told 
the facts about an automobile 
manufacturer, whose advertis- 
ing this year (directed by us) 
created a market for two times 
his output. 

We told how he was obliged 
to double his factory capacity. 

Automobiles are new—Cloth- 
ing isold. We have not changed 
1 into 2 for any clothing manu- 
facturer yet, but we have de- 
vised new logical ideas in ad- 
vertising clothing that have 
made sales jump. 

“Clothcraft Clothes” are 
made by the oldest clothing 
builders in the United States— 
The Goldsmith-Joseph-Feiss 
Company, of Cleveland. 

Their’s was the first house in 
America to make a stand for 
All-Woolclothing. Notashred 
of cotton ever found its way 
into a coat, a vest, or trousers, 
bearing the “ Clothcraft ” trade- 
mark, 

They started in 1850. It was 
1901 when they first asked us 
to submit an advertising plan. 

They stipulated that our ideas 
must combine force and origin- 
ality, along with common-sense 
salesmanship. They insisted 
that their advertising must 


Aind Other Things. 


fairly lift a whole head and 

both shoulders above the sur- 

rounding seas of mediocrity. 
We made that kind for them. 
And here is the result : 


From 1901, to and includ- 
ing the Fall advertising of 
1904, the « Clothcraft ’’ busi- 
mess increased 55 per cent 
over the best previous record. 


We can also prepare for you 
an advertising plan that is com- 
pletely new—different— 
stronger than your competitors 
have ever had. A plan you 
will commend for its logical 
selling force, its real business- 
getting power. 

We are doing just this kind 
of work for the largest corpora- 
tions in the United States. Some 
of them never believed in ad- 
vertising until we showed them 
how to create a new sort. 

It costs you nothing but a 
letter to find out what we can 
undertake to do for you. 


THE BATES ADVERTISING CO. 


CONVERSE D. MARSH, 


Chairman of Executive Committee, 


Spruce and William Streets, 
New York. 
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member, distinctly, an old clergy- 
man, as I thought, who rode in 
a top buggy, driving a single 
horse, .whom, under no circum- 
stances, could I ever get by. On 
one occasion I made up my mind 
to find out, if possible, who the 
old gentleman was, so, taking 
pains to keep him within sight, I 
followed towards the city, over 
the bridge, past the road houses, 
and through the park. In the park 
he appeared to receive respectful 





GEO, P, ROWELL, JAMES H. BATES AND 
attention from every policeman, 
although, I thought he was driv- 
ing a little faster than the law 
permitted. Shortly I heard a 
policeman address him as Com- 
modore; and then it flashed upon 
me that his face was familiar 
enough through lithographs and 
other pictures, and that this was 
no other than Commodore Van- 
derbilt. In thinking of the mat- 
ter, to-day, it would seem that this 
must have been very, very long 
ago; for in the morning paper I 
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read of this and that Mr. Vander- 
bilt, who overspeeds his automo- 
bile, or does some other things of 
almost equal importance in social 
circles; or is a cause of anxiety 
to Mr. Jerome; and I take occa- 
sion to reflect that the person 
mentioned is not a son, nor a 
grandson, but a great-grandson of 
the old gentleman with the bene- 
volent face who always drove 
such an excellent horse. 

My strawberry roan, a 





THE STRAWBERRY ROAN MARE IN 1872. 

fell a victim to that curse of will- 
ing horseflesh, nervicular disease, 
making her lame in her forefeet, 
and she had to be sent back to 
her old home among the Granite 


hills. I was led to make a present 
of her to my father; on a sugges- 
tion from him that I might do 


worse; but the old gentleman, 
with customary New England 
thrift, immediately sold her out 


of the family, and when I heard 
of that, I expected to see her no 
more. Fully twenty years after- 
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wards, however, a letter came to 
me from a school friend, a store- 
keeper in Lancaster, N. H., say- 
ing that old Maggie was still alive, 
and existing under the ownership 
of an unpromising man, who was 
not kind to her, nor to anything 
else connected with him; and that 
the mare could be bought for five 
or ten dollars, a sum that my 
friend believed I would be willing 
to contribute for the purpose; and 
he said that he, on his part, 
would take her to his own stable, 
see that she had at least one night 
of comfortable shelter with plenty 
to eat; and promised that, the 
next morning, she should be shot, 
and put out of danger of further 
ill-treatment. The next morning, 
however, my friend reported that 
the old darling looked so bright 
and cheerful, and seemed so lively, 
that he concluded to keep her until 
I should see her, and decide upon 
what should be done. This led to 
her being sent to a farm I owned, 
not far away, and there, for a year 
or more, she did considerable ser- 
vice. During that time I had a 
visit from the literary artist, Mr. 
Clifton Johnson, who was then 
preparing his book, “Sketches of 
New England Life,” and in it he 
placed a picture of a scene in a 
New England sugar orchard; in 
which there appeared a represen- 
tation of old Maggie in work 
harness, with a mate of twice her 
size, engaged in the work of haul- 
ing sap from the trees to the evap- 
orator in the sugar house. I value 
the picture very much. The pic- 
ture shown here was taken at 
Lancaster, N. H., in 1872, a year 
after the mare had returned to 
her native hills, and at a time 
when Mr. Bates was spending a 
little time in the White Mountains 
on a vacation trip. Maggie was 
finally transferred, in trust, to 
the father of my farm superin- 
tendent, an elderly man who liked 
to have a horse at his command 
but had not too much money to 
invest in the purchase of one; and 
there she did more good service, 
for another year or two, although 
I heard from the superintendent, 
now and then, that the old gentle- 
man was a little afraid of her, she 
was so spirited, She finally died 
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and her joys and troubles are now 
at an end. 
THEY WANT MORE. 
47 Maiden Lane, 
New York, June 3, 1905. 
Editor of Printers’ INK: 

When you stop printing Rowell’s 
story you may stop sending me your 
fine little paper. Where's the man who 
can tell such a story? 





B. Cuarke. 


Ten Eyck T. Mosuer, 
Real _ Estate. 
Office: 180 South Pearl St. 
Avpany, N. Y., June 6, 1905. 
Editor of Printers’ INK: 

I want to tell you how much I have 
enjoyed reading Mr, George P. Rowell’s 
articles on old-time advertising. When 
the letter-carrier leaves Printers’ INK 
I at once stop everything that I may 
read Mr. Rowell’s article. It is very 
interesting to me, because, as a new 
advertiser, I want to know something 
about advertising in days gone by, and 
about the men who made advertising , 
what it is to-day. Please have Mr. 
Rowell continue his articles just as 
long as there is anything to tell. You 


cannot continue them Jong enough to 
Suit me. Very truly yours, 
Ten Eycx T. Mosuer, Jr. 


pe ii Fo eae 
THe New Mapte House. 

A Good Hotel in a Good Town. Loca- 
ted One Biock South of the 
Depot in the Business 
Section. 

Mr. and Mrs, Art Yeager, Props. 

Newman, It., June 2, 1905. 
Editor of Printers’ Ink: 

In answer to “A Reader of Print- 
ERS’ INK” on page 18 of May 31 issue, 
I say keep those Rowell letters going. 
They're the best ever. ours, 

Art YEAGER. 


tor 
“SKANDINAVEN,” 
. Founded in 1866. 
Daily, Sunday and Semi-weekly. 
HICAGO, June 3, 1905. 
Editor of Printers’ INK: 

I notice in the issue of the 31st of 
May a request by one of your readers 
to cut out those letters by Rowell. I 
wish to state that I disagree with the 
= who made this request. The 
etters are very interesting, and I look 
forward every week to them, and hope 
that the same will be published in book 
form. Should you publish them in that 
manner, please send me a copy of the 
book, and I will gladly send. you the 
price of the same. 

Yours very truly, 
Ricuarp A. Pick, 
Advertising Representative. 





Bits of wisdom about good form in 
business correspondence are mingled 
with sage pieces of advice to use 
Coupon Bond for business stationery, 
in a booklet which comes from the 
American Writing Paper Company, of 
Holyoke, Mass. The booklet is at- 


tractively printed on Coupon Bond, in 
black and red ink, 
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PHILADELPHIA NOTES. 
By John H. Sinberg. 


When the doors of the new 
building of Jacob Reed’s Sons, 
1424-1426 Chestnut street were 
opened the other day, the patrons 
of this old firm were ushered into 
one of the largest and _ best 
equipped establishments of its 
kind in the country. The new 
building is a marvel of excellence, 
yet in every detail its construction 
is radically simple. It is abso- 
lutely fireproof and four stories 
in height. The entrance is 
through a high and_ imposing 
archway, with a decorated ceil- 
ing of tile and brick. Here are 
depicted classic _ representations 
of spinning, weaving and kindred 
textile industries. The  orna- 
mentation is well worked out in 
bobbins and miniature ram’s 
horns—the firm’s old trademark. 
The expanse of floor space on the 
first floor attracts and holds at- 
tention. Extended all the way 
back to Sansom street through 
the center of the store are sev- 
eral hundred tables covered with 
ready-to-wear clothing. The ceil- 
ing is high and vaulted, and is 
finished in light green, without 
ornamentation. Massive Byzan- 
tine columns support the ceiling. 
On both sides of the store are 
counters. On the left are dis- 
played hats and caps, while shirts, 
collars and dress sundries are on 
the other side. The method of 
lighting the store is ingenious. On 
each side of the building is a 
skylight running its entire length. 
By this means direct light is shed 
on the counters, with a diffused 
light in the center of the store. 
The second floor is given over to 
boys’ and children’s clothing; the 
third to custom tailoring and 
uniforms. The entire fourth floor 
and the rear of the second and 
third floors are used for manu- 
facturing purposes, where the 


firm makes its own clothing, 
shirts, etc. 
Eighty-one years ago Jacob 


Reed established his first store at 
Second and Spruce streets. Since 
1824 the business has been car- 
ried on entirely by himself and 
his sons, 


In 1883 the firm moved 





to 920-922 Chestnut street, and 
fourteen years later it moved 
westward to 1412-1414 Chestnut 
street. But growing business ne- 
cessitated still further expansion, 
and finally it was decided to erect 
the new structure which has just 
been occupied. This firm is one 
of the largest and steadiest news- 
paper advertisers in Philadelphia, 
and its advertising copy is always 
distinguished by its large, easy- 
to-be-read type, and _ clear-cut 
style of argument, 
* * * 


Philadelphia is famous for its 
great number of shoe advertisers, 
but of late the advertising of 
footwear has broken all records, 
and the end is not yet, for the 
writer hears on good authority 
that at least two new manufac- 
turers contemplate invading Phil- 
adelphia shortly with large estab- 
lishments on either Market or 
Chestnut street. The more re- 
cent additions are two stores of 
the Nelson Shoe, the factory of 
which is located in Chambers- 
burg, Pa. In a talk at the factory 
with Mr. Thomas M. Nelson, he 
told me that while he is only 
using one Philadelphia paper at 
the present time, he contemplates 
increasing his appropriation in the 
fall and using more papers. An- 
other new-comer is the Beacon 
Shoe, on Chestnut street, above 
Eighth. The store uses large and 
attractive copy, the trademark of 
which is a light-house with rays 
of light streaming from the lamp. 
The above two are regular adver- 
tisers and are doing good busi- 
ness, notwithstanding the fact 
that such well-known makers as 
Hallahan, Sorosis, Regal, Emer- 
son, Douglas, Queen Quality, 
Claflin, Steigerwalt, Benkert (be- 
sides the regular department 
store shoe departments), are daily 
advertising their famous wares. 

Another proof that advertising 
will create a market. 

—_+ ep 

Gricc anD McCatt, 407 Security 
Bldg., St. Louis, Mo., have issued for 
gas producers a stock pamphlet of argu- 
ments in favor of the use of gas for 
cooking purposes. The arguments are 
good, and clear-cut, but the illustra- 
tions seem to fall short of being quite 
good enough. 
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The Philadelphia 


Bulletin’s circulation 
is larger than that of 
any newspaper pub- 
lished in the State of 
Pennsylvania. 


NET AVERAGE FOR MAY, 


ae, 519 Copies per Day 


“The Bulletin ulation figure 
euank ca an and retur sa pens gg Bo 
been emitted. 
Wm. L. McLean, Publisher. 


PHILADELPHIA, June 3rd, 1905. 


Vor detailed statement of May circulation see 
Boll of Honor Column. 
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KALAMAZOO STOVES. 


SOME DETAILS OF A CONSPICUOUS 
MAIL ADVERTISING SUCCESS— 
WHAT THREE YEARS’ ADVERTISING 
HAS DONE FOR THIRTY YEARS OF 
STOVE-MAKING—WM. THOMPSON 
AND HIS BIG RECORD BOOK. 








In Printers’ INK for Novem- 
ber 2, 1904, an account of the suc- 


cess of the Kalamazoo Stove 
Company was given. This con- 
cern began business in April, 


1902, setting up a little foundry 
on some swamp land in the Mich- 
igan city behind a row of box 
cars. Wm. Thompson, founder of 
the company, had been in the 
stove manufacturing trade thirty 
years, and the Kalamazoo Stove 














Company was organized to carry 
out an idea he had been turning 
over and over since 1893, namely, 
that by advertising stoves better 
than they had ever been adver- 
tised before, and selling them di- 
rect to the people, it would be pos- 
sible to deliver them to purchasers 
at a price less than what would 
ordinarily be paid wholesale by 
their local retailers. It was not a 
“mail-order” idea, but manufac- 
turer-to-consumer, which is an- 
other thing. 

The stove business is rather 
profitable. It takes a good deal 
of capital to carry on, and not 
everybody with the necessary cap- 
ital knows how to make stoves. 
The retailers are also well organ- 
ized, and keep up trade lines. 
Mail-order houses have in latter 
years built up a large traffic in 
cheap stoves, but Mr. Thompson 
considered the stuff they sold al- 
together outrageous from the 
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standpoint of service and value. 
He had in mind sales from manu- 
facturer to ultimate purchaser, 
asking prices twenty to thirty per 
cent higher than those of mail- 
order houses, but giving even bet- 
ter value than the best stove man- 
ufacturers. Another point of his 
proposition was improvement of 
stove advertising, which had been 
pretty poor stuff till then, run- 
ning chiefly along the lines _of 
five-cent cigar advertising—“Ex- 
celsior Stoves and Ranges Lead 
all Others” and that sort of thing. 

This new concern settled on a 
hummock in a swamp, because a 
stove factory has lots of slag and 
can make land by filling in around 
itself as its business grows, usual- 
ly. But in the case of the Kala- 
mazoo Stove Company growth 
has outstripped the filling-in pro- 
cess. About 2,500 stoves and 
ranges were made the first nine 
months. During the first four 
months sales averaged only one 
stove a day, but now the daily 
sales along in the fall, after har- 
vest, run to between 300 and 400, 
and the company will make over 
30,000 stoves this year. As fast 
as new land is made it is covered 
with pig iron. Where ten mold- 
ers were employed at the outset, 
150 find work now. In the pol- 
ishing department several big 
motors are running with an over- 
load so heavy that electric fans 
play upon them to keep them cool. 

“When we get the roof on our 
new ball park,’ explained Mr. 
Thompson, “we'll be in_ better 
shape to handle demand.” The 
“new ball park” is another mould- 
ing and finishing shop, so big 
that few batters could knock a 
ball beyond its walls. 

Mr. Thompson had very little 
experience of advertising, but he 
took a hand in preparing copy 
with the help of an agency—the 
Long-Critchfield Corporation, Chi- 


cago—telling fundamental truths 
about stove quality and stove 
selling. He also set out to keep 


close track of inquiries and sales 
from each keyed advertisement, so 
that to-day, by referring to a big 
record book, he can trace the his- 
tory of every publication that has 
been used, good or bad, and tell 
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its percentage of cost to make 6,200 postoffices throughout the 
actual sales. United States where our stoves 

“We commenced with a list of have been delivered, and upon 
farm papers,” he says, “and did request the names of purchasers 
well, though the start was slow. in any town are sent to prospec- 
One stove a day was a good be- tive buyers. This does more busi- 













Mr. WILLIAM THOMPSON. 
ginning, though, because I had ness for us than any financial ra- 
counted on the good will of people ting could. 
who bought our stoves to sell “Our advertising was placed 
others, rather than upon the ad- through an agency from the start 
vertising. In our catalogue to- because I would as soon think of 
day we print the names of over doing my own advertising as of 
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getting a family doctor book and 
becoming my own physician. My 
endorsement of reliable advertis- 
ing agencies will always be in the 





strongest terms. All ads were 
keyed, every inquiry credited, 
every sale, and each medium 


made to stand or fall on the per- 
centage of business it brought. 
But I have learned that it doesn’t 
always do to be too hasty in form- 
ing opinions of a medium’s pull- 
ing powers. Buying a stove is a 
ticklish proposition. It usually 
turns a family upside down, Peo- 
ple talk with the neighbors and 
take their time making up their 
minds, so that stove advertising 
is a long-time investment. Spend- 
ing money to get names is just 
like-building a new foundry. This 
is where one is apt to be too 
hgty in drawing conclusions 
Keyed results. - Too many 
aliyaitiscrs want to snake bull’s- 
hits with their advertising, I 
nk. .They won’t invest. 

“As an illustration, take some 
of the weekly editions of daily 
papers which we have been us- 
ing during the past year. In 
1904 we spent $314 with the week- 
ly Kansas City Star and got back, 
in cash business, $900. This year 
we have not used that paper, yet 
since January 1 we have traced 
$200 worth of sales to it, which 
came entirely without expense. I 
have no doubt there is more to 
come. The weekly Germania, of 
Milwaukee, has brought us nearly 
$400 since the first of the year 
without expense, from advertis- 
ing that was done last year. 
Some of my friends laughed at 
me when I went into the Appeal 
to Reason, the socialist paper pub- 
lished in. Girard, Kansas. Yet 
after I had. spent less than $100 
with this paper and stopped we 
traced to it $350 worth of sales. 
So, with another paper I have in 
mind, probably one of the poorest 
in the country you would say 
from surface indications, we got a 
profitable lot of business eight 
months after the advertising had 
been discontinued. Without suffi- 
cient capital or courage I can 
conceive of a concern like ours 
beginning to get profitable returns 
from its advertising after it had 
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gone into a receiver’s hands—re- 
sults take time. 

“We have steadily sifted down 
our advertising until the cost of 
publicity is now less than twenty 
per cent on gross sales. This is 
profitable. If it can be reduced to 
ten per cent we would just make 
lots and lots of money. The re- 
tail dealer’s profit would be fully 
fifty per cent, so you can see 
where we save money for pur- 
chasers. The best medium of all 
is the little Farm Journal, of 
Philadelphia—it brought us $20,- 
ooo worth of business last year. 
McCall’s Magazine is a fine pull- 
er, and so are the Christian Her- 
ald, Ladies’ World, Youth’s Com- 
panion, Delineator, Designer, Suc- 
cess, Ladies’ Home Journal and 
Woman’s Magazine. The latter is 
the only mail-order paper that I 
have found profitable—the rest 
seem to go to people who want a 
class of stoves of a lower grade 
than we will make. 

“The Saturday Evening Post 
and Collier’s sell lots of stoves, 
but with the exception of these 
and McClure’s it does not pay us 
to use the general magazines—not 
for direct results. To use them 
as a matter of profit is like taking 
so much money from the bank 
and throwing it to the winds. 
Yet ten per cent of our $100,000 
expenditure this year will go into 
ten or twelve general magazines. 
Not long ago a man in Chicago 
said to. me, “Thompson, you're 
doing some heavy advertising—I 
see your ads in all the magazines.’ 
As long as people say that—it is 
a remark I hear frequently—I 
consider it worth while to be in 
a few of the general monthlies. 
It gives all our other advertising 
a higher standing. It is like a 
fine show window. But the cheap- 
er mediums bring the most pro- 
fitable business. We spent $940 
in McClure’s last year, and it 
brought $3,200 in business, That 
was a cost of thirty per cent. The 
year before this magazine cost us 
fifty per cent. On the other hand, 
the Wisconsin Agriculturist got 
$140 of our appropriation last 


year, and brought us $1,400 worth 
of business—a cost of ten per 
From the 


cent. standpoint of 
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profit, therefore, money in the gen- 
eral magazines is not a good in- 
vestment for us. But we consider 
them well worth while as public- 
ity. This year we have used half 
pages. Next year we shall prob- 
ably use full pages. The Satur- 
day Evening Post and Collier's 
were added to the first list of 
farm papers and have pulled well 
ever since. Some of our directors 
thought they had been foolhardy 
when we passed an appropriation 
of $1,120 for a full page in Col- 
lier’s, but now we take full pages 
without hesitation at certain sea- 
sons of the year. 

“Seventy-five per cent of our 
gross sales are made right after 
harvest, when people have their 
crop money, and that is when we 
go in for heavy advertising. 
Three-fourths of our output is 
stored away waiting for this sea- 
son. Next fall we will ship at 
least 600 stoves daily. Advertis- 
ing would be of little value with- 
out persistent follow-up. Three 
letters and the catalogue go to 
every inquirer, and the third let- 
ter asks questions that brings an- 
other inquiry and starts a fresh 
series. Two-thirds of our in- 
quiries are accredited to the pro- 
per magazine by key numbers. 
With every stove shipped we send 
a postal, accompanying the bill of 
lading, asking what publication 
led to the sale, and upon this we 
base our estimate of each medium 
—not upon the mere number of 
initial inquiries. By persistent 
follow-up we have been able to 
make one sale to every four and 
a half inquiries this year. Last 
fall during the rush season the 
proportion was even lower. It 
can be lowered still further, I be- 
lieve. Our copy ‘has talked sell- 
ing plan rather than stove, for 
we want the people to become in- 
terested in that. After the stove 
is delivered they find out how 
good it is—much more quickly 
than printed words would tell 
them. If you were to tell any 
stove manufacturer that Thomp- 
son puts Wellsville blue polished 
steel and Wood’s refined steel 
into his Kalamazoo stoves he 
would say that it was either un- 
true or very foolish, Yet that’s 
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what we use, and I'll pay any- 
body $100 a pound for all the 
scrap iron they find being used in 
this factory. The quality of our 
stoves is shown by the fact that 
we've sold 1,400 right here in 
Kalamazoo, and also in the fact 
that we lead in Michigan, In our 
own State we’ve delivered stoves 
to 946 towns out of a total of 
1,100 postoffices.” 
Jas. H. Cottins. 


ee 
_ Bucks Shot is a new monthly _pub- 
lished by the Bucks Stove and Range 
Co., of St. Louis, Mo., in the interests 
of the “Bucks family’? of customers, 
salesmen and advertising men of cus- 
tomers, and officers and employees of 
the company. The May issue is replete 
with advice which, if followed by the 
members of the Bucks family, should 
add very materially to the company’s 
business during the hot months. 
a 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
paper printed in the German language on 
. oF 


no 








Circulation 152,062 


RATE 35 CENTS. 


THE 
GREATEST 
GAIN IN 
CHICAGO. 











In the month of April, 1905, Giepley ad- 
vertiaing in THE CHICAGO RECORD- 
HERALD showed a gain over 1904 of 


198 Columns and 169 Lines, 


far the greatest gain shown by any 

Chicago mornin; . The Chicago 
Daily News said on January 20, 1906, 
following a d led report of its own 
circulation : 

“ With the single exception of The Chicago 

Record-Herald. no other Chicago newspaper 

makes a complete detailed publication of 

the actual sales of ali its editions. 





Circulation of THE CHICAGO RECORD- 
HERALD for January, February, 
March and April, 1906: 


Daily Average, 148,928 
Sunday Average, 203,501 


Careful advertisers want facts not claims. 
They, it the facts from THE REcOoRD- 
RALD. 

















16 PRINTERS’ INK, 


THE JUNE MAGAZINES. 


Two important changes in 
magazine ownership occurred last 
month. The Booklovers Maga- 
gine passed from the control of 
Seymour Eaton and will be pub- 
lished by D. Appleton & Co., 
New York, beginning with the 
July issue. The name has been 
altered to Appleton’s Booklovers 
Magazine.. Both the editorial and 
business offices have been moved 
to New York. The Cosmopolitan 
has. been sold to William R. 


GROSS ADVERTISING IN LEADING 
TIONTHLY PMAGAZINES FOR JUNE. 
Pages Ag. Lines 
*Country Life in America 





UMD ids cnb¥e nese aes 254 431688 
Harper’s Monthly........ 154 34,496 
PMcClure’s ..00. seveceee a; wae. 
SRTUMET Bins cceccsces ° 142 31, 
Review of Reviews...++++ 135 30,240 
| PRBMNONIES ie 5 5. cctdecsectes 26 0=- 28,224 
Century ..... 26,432 
Country Calendar (cols. ) 26,128 
System (May) ....- 25,536 
*Everybody’s ....... 22,624 
*Four-Track News. 21,952 
*World’s Work..... 21,952 
Sunset zine 21,056 





National Magazine (May). I 20, 
*Ladies’ Home Journal . “~ 


SEB Jo ccccccc. oe 95 19,080 
*Leslie’s Magazine . 84 =: 18,816 
Success (cols.).. 101 17,372 
*Delineator (cols.) 129 s:17,326 
*Good Housekee 76 ~=—-17,024 







ping. 
Cosmopolitan.......- 
Woman’s Home 





panion (cols.)......- 78 15,600 
Booklovers Magazin 69 =: 55,574 
Metropolitan ........ 66 =: 14,784 
Atlantic Monthly 65 14,560 
Lippincott’s..... 65 14,560 
Harper’s Bazaar. 64 14,336 
World To-Day... 63 14,112 


Reader Magazine 


Field and Stream .. 58 12,990 
Ainslee’s...0........ ae 12,066 
Red Book......+-... .... 52 11,648 
Men and Women (cols.).. §§ 11,175 
CATBON Bo cccccce secceoee 49 10,976 
*Designer (cols.)... ....... 8 10,874 
Rissce asccecesooce 42 9,408 
——o aedensenenconsee 42 9,408 
| 42 9,408 
Padies! World (cols.) ..... 46 9,390 
Garden Magazine (cols)... 63 9,072 
SUGhiiasvinecedsth esac 4° = 
House, Beautiful... 60 *729 
*New Idea Woman’s Maga- 
zine (cols.) ......++++++ 65 8,710 
fame geeey. es 38 8,512 
Stra ....cvccecoccceses 34 7,616 
*Woman’s Magazine (cols.) 43 7,441 
Gunter’s Magazine ....... 32 7,250 
Housekeeper (cols.)...... 35 7,091 
Suburban Life (cols.)..... 40 6,873 
Madame (cols.)........... 34 §,707 


*Benziger’s Magazine(cols.) 30 5,059 


Twentieth Century Home 

> ye Dosvevccbbves 30 4,896 
Black Cat.... coccccccess 23 41830 
St Nicholas.. pth odichhiaehe 19 4,256 


a ADVERTISING IN 
EEKLY MAGAZINES 


LEADING 


FOR MAY. 


Woes ending May 6: Cols, Ag. Lines 


Outlook (pages)....-..... 86 
cn Seccccce ‘ segaupoess ) 
adn Nala: Post... 55 
Independent (pages)...... “a 
Literary Digest.......... 
Vogue ...... Seeedsdvecss< 43 


Leslie’s Weekly..sess0+++ 26 
*Public Opinion..,........ a 


*Scientific American...... 23 
Town Topics........+0+++ 23 
— Sunday warns 
pebbaeheas eccccccsee! 8 
*Christian Herald......... I 


Illustrated Sporting News 12 
Week ending [May 13:, 


Collier’s,.....cccccsscseee $2 
VOgue. ..ceccccseccnce oe 56 
*Saturday Evening Post... 46 
Litera: — sasseneses 51 
Outloo! Pee 30 
Illustrat us porting News 37 
= Sunday rent 
soe henmesannacn’ 3t 
*Scientific American...... 23 
xe Li eerg en bnens :° cap. ae 
n ndent (pages)..... 1 
*Public Opinion... op obeeay 7 
PLife....cccccccece peneee an 
*Christian Herald......... 18 


Leslie’s Weekly.......... 13 
Week ending May 20; 4 

*Saturday Evening ei 63 

Collier’. oScccsccccecccecs 48 


Outlook ( ages) suaeuseeys 30 
Literary paaes) -..- oeseuse 46 
OSUC .cevcecercccvccsees 4t 
THEY cunckasaved evenes acs 
Town Topics .....0++ oes 30 
*Pubiic Opinion........... 3 
a Sunday Maga- 
Independent ( AgeS)...... * 
Leslie’s Week ils oa o¥bb0es 18 
*Scientific American ...... 16 
*Christian Herald........ 15 


Illustrated Sporting News 11 
Week ending May 27: 


Vogue ..... Rabeesccecttes 144 
OOP Bsc cpbepneveas 02% 
*Associated Sunday Maga- 
Sevebenssesesosencees 52 
Literary Digest.......... 43 
Outloo {Pages).. peackn ae 26 
Leslie’s Weekly.......... 28 
Town Topics..:....0c0.. 31 
*Saturday Evening Post... 30 
*Scientific American pense 25 
*Public Opinion......... - 32 
Independent (pages) ..... 15 
Ws Wéskoas cast hsanad >> 2r 
Illustrated Sporting News 17 
*Christian Herald.,...... 14 
Totals for May : 
VOOR ccscevesecovccessee 284 
be pect geese Ooeercrcvcecs _~ 
utlook (pages).....++++. 
*Saturday 4 Post.. 
Literary Di veel ee 108 
*Associated Sunday Maga- 
ese: cocccccecccces 124 
STAR, cvcenssceccseeevecece 49 
ae (pages)... go 
‘own Topics...+.. «+... 
*Public Opinion........... 127 
*Scientific American ...... 87 
Leslie’s Weekly.......... 85 
Illustrated Speen er 17 
*Christian Herald....... » 65 


19,264 
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Hearst, according to the best ac- 
counts, though neither Mr. Hearst 
or John Brisben Walker would 
talk of the matter. It is under- 
stood that Mr. Walker continues 
as editor for some time, and that 
he also retains the ownership of 
the Twentieth Century Home. The 
Cosmopolitan has been moved to 
soth street and Broadway, but the 
Twentieth Century Home re- 
mains at Irvington-on-the-Hud- 
son, where the $250,000 plant 
built for the Cosmopolitan will be 
used in the publication of books. 


MAGAZINE NOTES. 
That June cover of the Ladies’ Home Jour- 
nal, entitled ‘The Bride’s Bouquet,” has little 
suggestion of race suicide about it. 


Tales, a new monthly magazine with a new 
idea, appears for the first time this month, It 
is to be devoted almost wholly to translations 
of fiction from European authors, and the ini- 
tial number contains stories from the French, 
German, Spanish, Russian, Italian, Swedish 
and Hungarian. Richard R. Mamlok, for- 
merly with the Ellis List, is advertising man- 
ager. The Tales Publishing Co., 2 West For- 
tieth street, is backed by Colonel Mann, of 
Town Topics. 


System, the Chicago business monthly, is 
onlya little more than two years old. Its first 
issue contained only sixty-four pages, but in 
sixteen months this had grown to 300 pages, 
in colors, and the present circulation is said to 

60,000. Since last January the System 
Company has had a New York office at 1 
Madison avenue, with Kendall Banning as 
Eastern editorial representative, Earl R. 
Crowe as advertising representative, and R. K. 
Hay as circulation manager. 


Collier's will issue a special Independence 
number July 1, the advertising forms of which 
closed June 10. 


** How Fortunes are Made in Advertising 
is an interesting article in the June Success, 
Henry Harrison Lewis tells something of the 
advertising history of the New Idea ten-cent 
dress pattern, the Siar Safety Razor, the Inger- 
soll Watch, and an anecdote about the adver- 
tising value of the Prudential Life’s Gibraltar 
trademark, 


The editor of the Century claims that his 
Magazine was the one that Mr. Gladstone 
insisted upon having with the ads because he 
believed that the trade conditions of the 
United States and the wants of the American 
people could nowhere be studied to better 
advantage. Thus is a useful old advertisin 
Story taken in and given a home. ‘‘ The ad- 
vertising pages of the Century,” continues the 
editor, “havea decided attraction for European 
Teaders.”” Aresident of Geneva, Switzerland, 
writes that his intention was to obtain the 
Century as he knew it with the American ad- 
vertising, but when he found that he was 
receiving the English edition with English 
advertising he complained loudly. 


The May PaAilistine contains a vigorous 
preachment from Fra Elbertus on parcels post, 
contrasting mail with express matter in a way 
that goes to the heart of the question, 
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The chromo Coca-Cola insert in the June 
monthlies, with its handsome new lithographed 
portrait of Mrs, Coca-Cola, has a free coupon 
sat for a drink of the beverage at any soda 
‘ountain in the country, the magazine reader 
simply detaching it and presenting to the dis- 
penser. This is an excellent June novelty, 
and ought to bring back coupons by the hun- 
dred thousand. 


Otto Koenig has been appointed advertising 
manager of the Street & Smith trio, Ainsiee’s 
Magazine, Popular Magazine, and Smith's 
Magazine, These have recently been moved to 
new offices at 15th street and Seventh avenue, 
New York, 


The June 3 issue of Public Opinion is a 
Recreation number of fifty-two pages, and in 
addition to the regular circulation between 
30,000 and 50,000 copies went to members of 
golf clubs and other lovers of outdoors. 


As soon as the colleges close this month, 
2,000 colJege students, trained in canvassing 
by branch office managers, will begin a sub- 
scription campaign for Success. Big results 
are expected from this intelligent class of so- 
licitors, anda high grade of subscriptions. 


The August issue of the Wovrld’s Work 
will be devoted to the Lewis & Clark exposi- 
tion at Portland, Ore., and the ‘‘Wonderful 
Northwest.”’ A repetition of last 's 
hit with the St. Louis number is looked for. 
Herbert S. Houston, advertising manager of 
the magazine, is spending the entire summer at 
Portland, with some of the editorial force. 





Country Life in America has added an 
advertising index, in which articles are ranged 
alphabetically by subjects, as well as a sub- 
ject index of reading matter similar to a book 
index. This magazine is to be enlarged, and 
next February its price will be increased to 
thirty-five cents on newsstands, $4 a year. 
Country ng has, for four months, held a 
position at the head of all the magazines, car- 
_— in excess of 40,000 agate lines in March, 

pril, May and June. To show readers that 
there has been a proportionate increase in text 
matter tables of same are published, revealing 
an increase of from twenty to thirty columns 
per month over Jast year’s totals. 


Edward J. Wheeler, for ten years editor of 
the Literary Digest, has become editor-in- 
chief of Current Literature. 


Many of theold sporting papers have dis- 
appeared with the advance of the daily paper 
inthis field. The ///ustrated Sporting News, 
however, seems to have made a distinct place 
for itself, publishing fine illustrations and 
reporting outdoor sports with a completeness 
and authority exceeded by no daily. This 
weekly has just finished its second year, and 
is secure in its place. 


The handsome series of ads in colors printed 
by McClure’s in advertising iournals last year 
has been reproduced in enlarged size upon fine 
paper, and is being sent out in a portfolio by 
Curtis P. Brady, manager of the advertising 
department. 


Recreation, under the new management of 
W. E. Annis, with Dan Beard for editor, isa 
monthly with an ascending curve of quality and 
influence. A novel want department has just 
been started under the management of Frank 
Ford, who will undertake to buy or sell any 
article desired by readers of Recreation orto 
furnish any information about vacation places, 
equipment, etc. - 
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A DAILY PAPER FOR A 
DOLLAR A YEAR. 


A hitherto uncovered field has 
-been developed by the Chicago 
Daily Review, which was started 
in that city January 11. This 
four-page newspaper is mailed to 
subscribers for one dollar a year, 
and since its first issue has re- 
ceived subscriptions from every 
State in the Union. On May 10 
the editions printed were in the 
neighborhood of 22,000, and rap- 
idly growing. The circulation is 
national. Five hundred copies 
comprise the total Chicago circu- 
lation, and the paper is for sale 
on only a few newsstands in that 
city. 

The strongest attraction of the 
Review for readers seems to be its 
price. Heretofore only a semi- 
weekly newspaper could be had 
for a dollar, and many people 
along rural delivery routes in the 
country depended on their county 
weeklies and the agricultural and 
religious papers for news. The 
Review, therefore, reaches thou- 
sands of people who have not 
heretofore enjoyed a daily paper. 
It goes to press some hours after 
the last editions of the Chicago 
afternoon dailies, printing later 
news, and is mailed in time to 
reach subscribers as far away as 
Nebraska the next morning. 
While readers are found in every 
State, the bulk of the circulation 
is in the area around Chicago, 
comprising  [Illinois, Wisconsin, 
Michigan, Indiana, Iowa, Minne- 
sota, the Dakotas, Nebraska, Mis- 
souri, Arkansas, Ohio, etc. 

“A large proportion of our sub- 
scribers live along rural mail 
routes,” said John J. Hamilton, 
the publisher, who was formerly 
owner of the Des Moines Daily 
News. “They are people who did 
not feel that they cared to pay $5 
or $6 a year for a city daily of 
sixteen or twenty pages, contain- 
ing a mass of matter that they 
have no time to read. The Re- 
view, with its four pages and large 
type, meets their needs. A large 
proportion of our subscribers are 
women, and we have wholly a 
home circulation. The paper is 
published at a profit on subscrip- 
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tions—I estimate that it will cost 
us eighty-eight cents a year per 
copy to publish and mail in large 


quantities. Just now subscrip- 
tions are coming in at the rate of 
100 a day. We have secured 


them by large advertising in the 
Saturday Evening Post and in 
the agricultural press. As soon 
as a better foothold is obtained 
in each section of our territory we 
will appoint canvassers and 
agents. The idea of the Review 
is one that I have had for many 
years. An early announcement 
led to the belief that the Re- 
view was to be a woman’s paper, 
but this is erroneous. Nor, while 
cleanliness is observed in our 
reading and advertising columns, 
are we in any way freakish. 
Crime is reported simply on its 
news merits, omitting sensational 
features. We have a good mar- 
ket report, and give a clean tab- 
loid digest of the day’s events 
from a national and international 
standpoint. The fact that it is 
published in Chicago gives the 
Review no local character. In 
general, our aim is to give a daily 
resumé on the lines of the Lit- 
erary Digest, the Outlook and 
Review of Reviews. We are now 
making arrangements to add the 
Scripps- McRea news service. Ad- 
vertising is beginning to come as 
we obtain circulation. With its 
growth the paper may be increas- 
ed to eight pages—we will never 
print less than eighteen columns 
of reading matter in an issue of 
four pages.” 
—_+o>—___—_. 

A sooxktet for distribution by re- 
tailers of the clothing made by the 
International Tailoring Co., New York 
City, Chicago and San Francisco, con- 
tains a little romance of the “he and 
she” school, with a clothes moral. 


The illustrations are excellent and the 
cover a fine piece of color work. 





In a neat folder the Grannis Press, 
New_York, announces its removal to 
110 West 32d street, where two large 
floors have been leased to house a 
printing plant that two and a _ half 
years ago comprised only five small 
job presses. 

———__<+-—_—_____ 


A CATALOGUE of reproductions of 
fine paintings, used as Sunday supple- 
ments to increase newspaper circula- 
tion, comes from the Buffalo Pictorial 


Co., Buffalo, N. Y. 
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A STREET CAR CAMPAIGN 
FOR A NEWSPAPER. 


When A. A. McCormick took 
charge of the Chicago Evening 
Post some time ago, as editor and 
publisher, he did what was quite 
natural for a man with a new 
proposition—tried to build more 





circulation and get more adver- 
tising. Local merchants raised an 
interesting objection when he 
asked them to increase space. 
“The Evening Post is all 
right,” they said; “a good, clean 


daily, valuable so far as it goes. 
But the paper hasn’t done any- 
thing in a long while to attract 
attention to itself.” 

The longer Mr. McCormick 
thought about this the harder he 
thought, and finally, last spring 
he decided that the paper ought 
to advertise. For a long time no 
Chicago daily had used the street 
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cars in that city, so a contract ‘was 
made for three months’ space on 
the elevated lines and the Illinois 
Central suburban service. 

For copy Mr. McCormick went 
to H. A. Babb, of the Washington 
Shirt Company. As everybody in 
Chicago knows, Mr. Babb has a 
decided talent for car cards. His 


company uses the cars as its chief 


medium, and for years the Wash- 
ington Shirt Company cards have 
been distinctive. A Washington 
Shirt card always makes a point 
of some sort, usually different 
from the last, and whether made 





by text or picture it is always de- 
finite, attractive and directly con- 


nected with goods. A good many 
people regard them as clever, but 
they go farther than cleverness. 
About the most painful thing that 
can happen to anyone in Chicago 
is to be forced to sit in a car op- 
posite one of the cards of the 
several advertisers in this same 
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line of trade who imagine they 
have caught the Washington 
Shirt style. 

Mr. McCormick’s idea was a 
new card every week. Mr. Babb, 
with his experience of street-car 
advertising, thought that a good 
many cards: to use in_ three 
months, and spoke of the work of 


changing them in above 2,000 cars. 
The publisher held to his belief 
in fresh copy, however, so a series 
of thirteen cards was prepared. 
Some of them emphasized feat- 
ures of the Evening Post, as its 
market reports, financial news, 
society intelligence and so forth, 
while others recommended the 
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erage gain in new advertising 
was fully a hundred columns a 
month. This was one of the most 
definite results of the campaign, 
for while the cards said nothing 
whatever about the value of paper 
as an advertising medium, Chica- 
go advertisers generally ‘admired 
them as effective advertising, and 





either increased space or made 
new contracts, because the Post 
showed a disposition to be enter- 
prising. Much of this increase 
in business is permanent. Or at 
least, contracts have been made 
for a year, so that results should 
really be estimated by taking the 
entire present year’s patronage 








paper for its cleanliness, newsy 
style and home character. Some 
were single and others double 


size, 

During three months this ad- 
vertising put on about ten per 
cent new circulation for the pa- 
per, or 2,500 regular purchasers, 
while in the same period the av- 





The cost of the 
was in the neighbor- 
hood of $2,000. 

“We intend to go in again next 


into account. 
campaign 


fall, * said Mr. McCormick. 
“Some space in the Tribune was 
used, but as we sought only Chi- 
cago circulation we didn’t . wan't 
to pay the price for a lot of coun- 
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try advertising. The cars were 
simply a starter, however, and 
next time we shall add the daily 
papers. No difficulty was found 
in changing cards once a week, 
and when we go in again I mean 
to change them twice a week. I 
don’t believe in standing copy for 
any kind of advertising. It you 
change copy often, people get 
into the habit of looking for the 
new point, and the campaign 
looks alive: Most of the street- 
car advertising is changed at such 
long intervals that it seems dead. 
A merchant wants to turn his 
stock over as often as_ possible. 
The oftener he turns it, the busier 
the store and the more profitable. 
It’s just the same with advertising 
space, whether in a daily paper or 
a street car. Every time you put 
in new copy you turn over your 
advertising investment, in my 
opinion. I believe that a daily 
street-car card would not be too 
swift for the public. 

“We got good results from the 
cars because no other paper has 
used them for a long while, and 
because the Chicago Evening Post 
is a paper that has been over- 
looked by a great many people 
who liked it when it was brought 
to their attention. The Post is 
not a class paper, but simply one 
that is cleaner, more intelligent, 
better written and balanced. It 
is the only one-cent evening pa- 
per in Chicago, and treats the 
news from a two-cent standpoint 
instead. of one. Its book and fi- 
nancial news make it very at- 
tractive to a certain clientele, and 
it is also a paper much liked by 
women, 

“Advertising ought to show 
what goods look like. The 
make-up, white paper and general 
appearance of the Post is distinc- 
tive and different from that of 
other dailies in this city. There- 
fore, two-thirds of the cards ac- 
tually showed the Post in en- 
larged form, and this gave them 
character. Next to that the 


Price was featured. We found it 
difficult to trace increased circu- 
lation by districts, as so many 
readers buy the paper downtown 
in the business district and take 
it home.” 


THERE ARE TWO KINDS OF 
CATALOGUES. 


Catalogues may be generally divided 
into two classes—reference and pro- 
motive. The reference catalogue I 
would define as a book intended for 
use by one who is already a buyer of 
the ciass of goods represented. I have 
in mind a large book issued by a cor- 
poration engaged in supplying a line of 
mechanical devices for the use of trans- 
portation companies. This book con- 
sists almost wholly of tabulated lists 
of machines and parts, with numerical 
references by which the purchasing 
agent may order. The promotive cat- 
alogue on the other hand, is designed 
essentially to create a demand for the 
product of its publisher in new fields or 
enlarge his markets and lengthen’ his 
list of customers. 

The marked tendency of our time 
to cheapen the cost of production, and 
the consequent enlargement of volume, 
renders it necessary for us to 
new markets for our goods, and to do 
this we invoke the skill of the en- 
graver and the cunning of the printer. 
—E, . Kendrick, before Manufac- 
turers’ Advertising Club, Cleveland. 

—_+o+—____ 


“HeLto, old man. Getting ready to 
retire from business life, eh?” 

“Why, no, I’m not.. What makes 
you say that?” 

_ “I see you've stopped advertising 
in the newspapers.” 

And, after thinking this reply over 
for an hour or two, the merchant went 
around and renewed his contracts.— 
Philadelphia Bulletin, 


> 








The Greatest Newspaper of a Great and 
Prosperous State, is 


Che 


Des Moines 
Capital 


The CapiTAv’s leadership and indispen- 
sability rest upon its complete domination 
of the city of Des Moines. In City circu- 
lation and local advertising, its competi- 
tors are distanced. 

The CAPITAL guarantees over 12,000 
subscribers in Des Moines. This is more 
than 3,000 greater than that of its nearest 
competitor and double that of its next 
nearest competitor. Any general adver- 
tiser, entering Des Moines, is wasting 
money if he does not use the CAPITAL, 


“tionoer, 29,000 


LAFAYETTE YOUNG, Publisher. 
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A Roll of Honor 





(THIRD YEAR.) 


No amount of money can buy a piace in this list for a paper not having the 
requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord. 
ing to the 195 issue of Rowelli’s American Newspaper Directory, have suomitted for 
that edition of the Directory a detailed circulation statement. duly signed and dated, 
also from publishers who for some reason failed to obtain a figure rating in the 1905 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement. such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir 
culation figures in the ROLL oF Honor of the last named character are marked with an (+). 


These are generally regarded the publishers who believe that an advertiser has a right 
to know wnat he pays his hard casn for 


§@ Announcements under this classification, if entitled as above. cost 20 cents per 
line (two lines are the smaliest advertisement taken) under a YEARLY contract, $20.80 for 
@ full year, 10 per cent discount if paidwholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made. provided the publisher 
sends a statement in detali, properly signed and dated. covering the additional period, 
in accordance with the rules of the American Newspaper Directors. 


ALABAMA. 

Athens. Limestone Democrat. weekly. R. H “ 
Waiker, pub. Actual aver. first 5 mos. 1905, 1, 082. I have the ______served 
at my place of business, but 





Phoenix pegettons Defy sooner 1906, the CALL is the — ' sub- 
6,889. Chus. T. Logan Special Agency. Y. scribe for at my home.’ 
ARKANSAS. That is an expresssion one 
erent, Smith, Times, wit erage aus no teoue || may hear many times in San 
November and December, 1904, 8,646. ‘| Francisco. — Na ; 
CALIFORNIA. — And it is a condition which 


Freane. Evening Democrat Average, 1904. creates a value beyond the mere 
4.0705 A aie & 5,195. Williams & Law- figures of circulation, for it does 


ponies t rt — —_——a not require much thought to de- 
weekly average for 1904 27.108. ™ termine the fact that the homes 
Ban Franetaco, Call, d'y and S’y. J.D.Spreck-|§ are the source of revenue to an 
els. Actual daily o——- for year ending Dec.. ° 

Wt, 68,282; Sunday, of,047- 9 advertiser. 





San Jose. Town and _ ll Journal, hq “ That is where the bulk of the 
w. os honnse Co.. Average 1904, 9.12 circulation of The San Fran- 
ans oe cisco Call goes—inthehomes. 


COLORADO. And besides it is a big ci 
! s g circu- 
Pe pk pty nig «- ~ dalaieilaaa oy — iS —_ 
Denver. Post, daily. Post Printing and Pub ' any varanteed 
ee eee “scat e ts, “| 88,000 Sunday § 9 


&3™ The absolute correctness ofthe latest |¥ Teaching a vast purchasing ele- 
circulation rating accorded ment. 
the Denver Post is guaran- Can you afford to ignore it in 


teed by the publishers of the 2 
LW American Newspaper Direct. |p YOUr efforts to reach Pacific 


faa, §=6 Ory, who will pay one hun- Coast patronage. 











dred dollars to the first per- Fastern OFFICES: 
E son who successfully contro- 30 TriBUNe BuiLpinG, New York, 
verts its accuracy. Marquette BuitpinG, Cuicaco. 
CONNECTICUT. 
Meriden. Morning Record and Republican. DELAWARE. 


if erage for 1904, 7.5 
¥ sere evouine a d af Actual bebe pons oe «4 mime f 
ai ctual | anteed circulation for 1904 
ev forts, 18.6484 Sunday Thign. aj gy 
Pe ag Wilmington. Morning News. Only morning 
First's mo maton. Dar, gr'e- grey, ft, 5.865, paper in State. Three mos. end. Dec. 1904,10,074. 


— DISTRICT OF COLUMBIA. 


“Norwell, bry A a pe arerage a w, 

ing Dec., iprilei as certified ashington. Evening Star, daily and Sun- 
San. Am. Adv’rs, pe TF 2,869. | day. Daily average for S006. 85,502 (©). 

Nerwich. Bulletin, morning. fae Sor 1303, 


4.988; for 1904, 5.850; now, 6,017. GEORGIA. 


PE nat oy’ Republican. dy. Aver. for 1904, Atlanta, Journal, dy. Av. 1904,48.688, Ape. 
La Coste i Spec. Agents, N. Y. 1905, 46,084, Sy. 46,674, Semi-weekly 55,988, 




















Atlanta, News. Actual daily average 1904, 
24.280. 8. C. Beckwith, Sp Ag., N. Y. & Chi. 


Augusta, Chronicle. Only mornin ¥ en 


1904 average, daily &.661; Sunday 7,4 


Nashville, Herald. Arerage for March. April 
and May, 1,875. Richest county in So. Georgia. 


IDAHO. 


Bete. Evening Capital News. Daily average 
1904, %.296; average February, Crd 4,580. 
Actual circulation March 1, 1905, 4,815. 


ILLINOIS. 


Bunker Hill, Gazette-News, weekly. Aver- 
age first 5 mos, 1905,1,681, All home print. 

Cairo. Bulletin. hom | and | Monee average 
1904, 1,945, April, 1905, 1905, 2,220 

Cairo. Citizen. Daily nae 1904, 1,196, 
weekly, 1,127. 


Champaign. News. First 1906, 
of daily less than 2,800; pda aay 8,800. 


Ohieago, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Arerage for 1904, 4.100 (O© 


Chicago. Farmers’ Voice and National Rural. 
Actual average, 1904, 25,052. 








no issue 


Chicago, Gregg Writer. monthly. Shorthand 
and Typewriting. Actual arerage 1904, 18,7590. 


Chicago, Inland Printer. Actual average cir- 
culation Jor 1904, 18,812 (© ©). 


Ohieago, Record-Herald. Arerage 194, daily 
145.761, Sunday 199.400. Average first Sour 
mos. 1905, daily 148,928, Sunday 208,501, 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
fo the first person who successfully con- 
troverts its accuracy. ‘ 

Kewanee. StarCourier. Av. for 1904, daily 
8,290, wy, 1,278. Daily, ist 4 mos,’05, 8,802. 


Peorta, Star, evenings ana Sunday mornin; 
Actual average for 1904, d'y 21,528, S’y 9,957. 
INDIANA. 


Evanaville. Courier, daily and 8. CourierCo., 
pub. Act, av. ’03, 12.613 (244). Sworn ar. ’v4, 12.: 
684, Smith@ Thompson, Sp. Rep.,N.Y.& Chicago. 
Indianapolis. Star. Arer net sales 1904 (all 
returns and unsold copies deducted), 88,274. 
Marion. Leader, daily. W.B. Westlake, pub. 
Actual average for year 1904, 5.685. 


Muncele, Star. rage 





UA 
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Average net sales 1904 (all re- 
turns and unsold copies deducted), 28,781. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 194, 28,815 


Riehmond, Sun-Telegram. Sworn av, 1904, dy. 
1. 


8, 
South Bend. Tribune. Sworn daily 


average 

1904, 6,589. Sworn arer. for April, 10, 7,094. 

Terre Haute. Star. Ar. net sales 1904 (all 
returns and unsold copies deducted), 21.288. 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly. 
Average for 1904, dy., 2,063: wy.. 8.291. 
IOWA. 


Davenport. Democrat and Leader. Largest 
guar. citycircu’n. Sworn aver. May, 1906, 7,890. 


aver. 1904, 9.895, 


Davenport. Times. Dail 
Cir. guar. greater 


Daily arer. May, 1906,10.444, 


PRINTERS’ INK. 





than all other 


venport dailies combined. 
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Tea Moines. + Comite, Gahty. 1 latreie Young 

sn Act ld 1904, $6,385) 
esent -e... on —~ 89.000, 

circulation guara: la: in Des 
Moines. Carries more mee store adver- 
tising than all other papers Carries 
more advertising in six issues a 
competitor in seven. 

Dea Moines, News. daily. Actual ome he 
1904,42.620. B.D. Butler, N. Y. and 

Tea Moines, Waliace’s Farmer, wy. Est. 1879. 
Actual average for 1904, 86.311. 

Mureatine. Journal. Daily av. 1904, 5.240, 
tri-weekly 8,089, daily, March, 1905, 5,452, 


Ottumwa. Cuartee. Daily average for first 
4 mos, 1905, 5,484, Tri-weekly average for first 4 
mos. 1905, 8,028. 


Sioux City, Journal, Gcity. Average for 1904. 
sworn, 21,284. Av ‘for April 1908, dacove: 


Prints most news and im ete ten 
vertising. Read in 80  perceié of t fate in oie 


Sioux City. Tribune, Ex Evening. Net sworn 
daily, average 1904, 20,678: Mar., 1905,28, 702. 
KANSAS. 


Topeka, Western School Journal, educational 
monthly. Average for 1904, 7,808. 


KENTUCKY. 


Harrodaburg, Democrat. Best wy.; best sec. 
Ky.; best results to adv. Proven av. cir. 8,582. 


Padueah. News-Democrat. Daily net av. 1903, 
2,904. Yearending Dec. 31, 1904, 8,008. 


Eedscsh, The Sun. Average for April, 1905 


LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’04,4,815, 


MAINE. 

Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average for 1904, 1,269,641. 

Bangor. Commercial... Average for 1904, daily 
8,991, weekly 28,887. 

Dover. Piscataquis Observer. 
average 1904, 1,918. 

Lewiaton. Evening Journal, daily. Aver. for 
1904, 7,524 (© ©), weekly 17.450 (© ©). 

Phillipa.Maine Woods and Woodsman,weekly. 

J. W. Brackett Co. Average: Sor 1904, 8,180, 


week than any 





Actual weekly 





ress, Average for 1904, 
eleyram, 8,476, 


Portland, Evenin; ng Expres 
daily 12,166. Sun 
MARYLAND. 


Baltimore. News, daily. Even- 
ing News Publishing, Company. 


Average 194, 5&8 . Fo 

GUAR May, 1906, 68.716 
AN The absolut correctness of the 
TEEO latest pene rating accorded 
the News is guaranteed by the 


Newspaper Direct who will pay one os 
dollars to the ‘Sed drem whe ho successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton, Evening Transcript(@@)(412). Boston’s 
tea table paper. Largest amount of week-day adv. 


Boaton, Post verage for 1903, daily. 17%,- 
808; for 1904. ti‘: 221. joston Sunday Post, 
average for 1903, 160,421: for 1904, 177.664. 
Largest daily circulation for 190s in all New 
Bagtand, whether morning or evening, or morn- 
ing and erening editions combine Second 
largest Sunday circulation in New Englana. 
Daily rate, 20 cents per agate line, flat, run-of- 
paper ; Sunday rate. 18 cents per line. The best 

ertising propositions in New England. 


Roston. Traveler. Est. 1824. Actual daily av. 
1902, 78.852. In 1903.76.686. For 1904, aver- 


age daily circulation, 81.085 8. 
eps. : Smith & Thompeon, N.¥. and Chicago. 
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Boston, Globe. Average for 1904, daily, 19%,- 
Ta. — revnses” “La Circulation 
Daily of any cent paper in the United States. 
‘400,000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editions for one price. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who wiil pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


MAY, 1905. 


DAILY. 


~ 194,417 
* 993,657 
933 





SUNDAY. 





310.119 


307,551 


306,133 














Total 5,021 362 1,229,447 


Daily Average, - 193,129 
Sunday Average, 307,364 


Perfect copies Wy e sale. 
CHAS. H. TAYLOR, Jr.. 
Business Manager. 





June 1, 1905. 

Puy -- org Good Housekeeping,mo. <Aver- 
Jirst 5 mos, 1905, 208.420. No issue less 

man 200,000, All Sdbeertceomenite guaranteed 


Wereester. Evening Post, on: f° 
Post Co. Av perage Jor 1905, 1: 1904, 12,61 


Woreester, [’Opinion inion. Publique, daily (OO). 
Paid average for 1904, 4,782 


MICHIGAN. 


Grand Rapida, Evening Press dy. 
1904, 44,807. 


Worcester 


. Average 
Average 3 mos, 1905, 45,916. 


Grand Raplida, Herald. Average daily issue 
last siz months of 1904, 28.661. Only morning 
and only Sunda paperin its field, Grand Rapids 
(pop. 100,000) a: estern eatern Michigan, ( pop. 750,000), 


Jackeon, Press and Patrio Patriot. 


Actual | —é 
eraye for 1904, 6,605. 


Av. May, 1905, 7,27 


Kalamazoo. Evening Telegraph. Last six 
mos. 1904, dy. 9,812, Dec. 10,086, s.-w. 9,511. 


Kalamaseo, Gazette, d’y. Yr. end’g May, 05, 
10,808; May.11,087. ‘Largest circ’n by 4,600. 
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Saginaw. Courier-Herald, daily, 
Average 1904, 10,288; May, 1905, 11,609. 
Saginaw, Evening News, daily. Average for 
1904, 14,816. May. 4906, 16, T6010, se 


Sault Ste. Marte. Evenin Evening News, daily, Av- 
erage, 1904,4,212. Only daily in the two Soos. 


MINNESOTA. 


Minneapolis. Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1508, ‘52,068, 


Siignedgeme bmg W. J. Murphy, pub. 
Old rm daily. 194, 
} A average, 


190k was 92, ses: | 1 Bunday 
average 
fet’ Sunday, TéBee. 
OIROULATN | ee Evening Tribune is guar- 
eed to have a larger circula- 
Fo “i any other 1 Minnea 


olis newspaper's evening e 
tion, The carrier-delivery of 
th ‘daily Tribune in ‘Minneap- 
olis is many thousands goed 
than that of any other n 
a. The wy ciroulation 
e exceeds 40,000 daily. The 
Tribune fe the 
t Ad paper ef 


fet Baily 


was 92,5: 


by Am. News- 
peper 1 Diree- ized 
inne- 
poke its. 
Ta. Farmers’ Tribune, twice.a-week- 
Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. Actualaveruge 1903, 78,854. Actual 
average 1904, 7 — 


absolute racy of Farm 

Stock & ‘Home's etre ciroulation rating 
* etary by the American 
me ee. Circulation is 
pee ically ?.F to the farmers 
y Mi: ta, the Dakotas, Western 
‘isconsin and Northern Iowa. Use 

it to reach secti section most profitably. 


aa, Journal, daily. Journal Print- 
Aver. for 1903, 57.0: 93 1904, 64.888 ; 
first 4 mos. 1905, 6 67.448; May, 1905, 67. se. 


ute accuracy 
Journal’s circulation rutin 
guaranteed by the American 
pa; Directory. It 





the 
is 


d goes into more homes 


than po in ite jield. It 
brings results v, Fouts. 


Aver. 1904, 58.086. 
ST. PAUL'S LEAD- 
W’y aver. 1904, 78,951. 


&t. Paul. News, daily. Actual average for 
1904,86,204. B.D. Butler,N. Y. and Chicago. 


&t. Paul. The Farmer, s.-mo. per 
line, with discounts. 2 Bee 
Dec., 1904, 88,487. 

St. Paul, Volkszeitung. Actual average 1904, 
dy. 12,685, wy. 28.687. Sonntageblatt 28,640, 

MISSISSIPPI. 


Ry ee ~ Progress, ev’g. Av. d’y cire.,y’r 
end’g Jan., 1905, 2,17%. Pop. 14,000, and growing. 


MISSOURI. 


Clinton. Republican. Wy ar. last ¢ mos. 1904, 


me | ag’ , Diepatoh, ay. dy. 
Jan 501. 
QD NG N NEWSPAPER. 





8,840. D’y. est. Apr.,"04; av. 04; av. last 6 mos.’04, 800, 
Kanene Clty, Journal, d’y d’y ard w Average 
for 1904, daily 64,114, week! weekly 199,800. 


Kaneae City, World, dail: daily. Actual aowage 
for 1904, 61,478. B. D. Butler, N, Y. & Chicago. 


&t. oneph. News and Press. Circ. ‘st 3mos. 
1905, sont Smith & Thompson, East. Rep. 


&t. Louls. National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average = ~. 
8,080 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588: average for 
1903, 106,625; average for 1904, 104,750. 
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The Des Moines Capital 


The CAPITAL in May, Again, Published More Local ‘and 
Foreign Advertising in 27 Issues Than Any © 
Competitor in 31 Issues. 


The Caprrat never fails, month in and month out, to lead all Iowa newspapers in 
the amount of advertising published. This is the more remarkable when you remem- 
ber that the Carita publishes no Sunday paper and yet giving this advantage to its 
competitors, still publishes the most advertising. During May the Capitav published 
17,556 inches of local and foreign advertising. The other two papers, in seven issues a 
week published but 16,827 inches and 14,358 inches respectively. These figures portray 
‘both the prosperity of Des Moines and the prosperity of the Caritav. It is the neces- 
Sary advertising medium, a fact due to its enormous circulation and its particularly 
strong local circulation—the city circulation being at least 3,000 greater than that of 
any competitor, Look over, if interested, the figures below. 


ADVERTISING FOR MONTH OF MAY, 1905, 


FOREIGN ADVERTISING, 





LOCAL ADVERTISING. 





a 


titor. 
Nearest 
Comp’r 


® 
g 
i] 
~ 


Next 
Next 





tees weecee| COR | BgODE [leer cces 


159) 119 329%| 168%] 163 
154% 242% 


8,329 6,160 












































Total inches. ....,... 





Total Local and Foreign Advertising—CapitaL, 17,556 inches ; next 
competitor, 16,827; next competitor, 14,538. 
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NEBRASKA. 


Lineoln, Daily Star, evening 
and Sunday morning. Actual 
daily average for 1904,15,289. 
For March, 1905. 16,862 Only 
Nebraska paper that has the 
Guarantee Star. 


Lincoin, Deutsch Amerikan Farmer. weekly. 
Average year ending January, 1905, 146,367. 


Lineoln, Freie Press, weekly iors 
for year ending January, 190 1905 149,28 


Lincoln. Journai and News Daily average 
1904, 26,888: February, 1905. average, 28,055. 


Omaha, Den Danske Pioneer wy. Sophus F 
Nebie Pub. Co. Average for 1904, 81.628. 


Omaha, News. daily Acts Actual average for 1904 
41,759. B D. Butter, New York and Chicago. 
NEW HAMPSHIRE. 
Nashua, Telegraph. dy and we pe aver 
Sor 6 mos. ending April 30th, ‘05, 8,286 
NEW JERSEY. 


Camden. Daily Counter Est 1876. Net aver 
circulation for 4 mos. end. Dec, 31, 1904, 8,687, 


Jersey Clty. Evening Journal 
904,211,106 First 3mos 1905, 22, 


Evening News Pub 





Average for 
689. 


Newark.Evening News 
Co. Av. for April, 1905 61,644 


NEW YORK. 


Albany. Times-Union every evening Est | 
Av. for’0s,80,487 , Jan.,Feb. & Mar ,'05,88, son. 


Batavia, News, evening Average 1903 
6.487. Average 1904, 6,737. 


Buffalo. Courier, morn. Av. 190s, Su 
$82; daily 50,9490, ), Enquirer. even., 82, 


Buffale. Evening ! News. Daily average 1904, 
88,457; March, 195 96.794, 


Oatekill, Recorder. weekly. Harry Hall. edi 
tor. Av. yr. endg. Muy, 05. 8,718; May 3, 782. 
Cortiand, Democrat, Fridays. Fst.180 Aver 
1904, a Only Dem. paper in cvunty. 
Leader. Average 


ang. evening. 
6. rts rirst quarter 1905,6,428 


Gleus Falla, Morning Star. Average circula- 
tion, 1904, enti 2,292 


Ly bli 821. Chas 
Betws. editor ‘and prop. Circulation 1903, weet, 


Mount Vernon. Daily Argus. Average 194, 
2,918. Westchesver County's leading puper. 


Newburgh, News. daily. Av. for 1904, 4.722, 
3,000 more than ali other Newb'gh paperscomiined, 


New York City. 
Army &Navy Journal Est. 1863. Actual weekly 
average for 52 issues, 1904.9.871 (OO). Only 
Milttary paper awarded “Gold Marks.” 


Baker’s Review monthly, W.R Gregory Co., 
publishers. Actual average for 1904, 4,900, 


Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Average for 1904,87,025, pres- 
ent circulation. 50,000. 

—- weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Aver. for 194, 25,662(O ©). 


El Comercio, mo. Spanish export. J. Shep 
ardClark Co. Average for 1904,7,292. 
Gaelic American. weekly. TY nee Sor 
1904, 8,179; 23 weeks in 195 28,1 
berdasher, mo . est. 1881 Actual average for 
ann 7.000. Binders’ affidavit and Post 
receipts distributed monthly to advertisers. 


Hardware Dealers’ M ine, morthly. 
In 1994, average issue, 17.500 (© ©). 
D. T. MALLETT, Pub., 253 Broadway. 


i Lestie’s Weekly. Actual aver. year end. Aug., 
$904, 69,077. Pres, av. over 85,000 weekly. 


og DS 





1904, 


blished 1 
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Leslie's Monthly Magazine, New York. Average 
circulation for 1904, 248.946. 
Present average circuiation 800,169. 


Music Trade Review, music pemnte and art week- 
ly. Average for1904, 5,509. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, ete. 1904 av. cir. 6,801. 


The People’s Home gegeest, 525.166 monthly. 
Good Literature, 452.938 8 monthly, average cir- 
culations £; 1904—all to paid-in-advance sub- 
scribers. M. Lupton_pubi:sher. 


Pocket List of Raijroad Officials. qly. . Railr’d 
&Transp. Av 1903. 17.992: 1904, 19,547. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual weekly av- 
erage for nine months 
«s|ending April 30, 16,- 
262 copies. 


The Wall Street Journal. Dow. Jones & Co, 
publishers. Daily average 1904, 11,085. 


The World. Actual aver for 1904, Morn.. 802,. 
885, Evening, 879.785. Sunday, 488,484. 


Rochester. Case and Comment, mo. Law. Av. 
for 1904, 80,000 ; 6 years’ average, 50.108, 





Rehenectady, Gazette. daily. A. N. 


Liecty. 
Actual average for 1903, 11.62%, 1904, 12.574. 
&yracune. Evening Ileraid daily. Herald 


pub. Aver. 1904, daily 85.648, Sunday So.161, 
Utlea, National — Contractor, mo. 
Average for 1904, 2.6 


Utiea. Press, daily. (Otto A, Meyer, publisher. 
Average for 1904, 14,879, 


NORTH CAROLINA. 


Charlotte. Observer. North Carolina's fore 
most newspaper. Actual daily aver. 1904, 6,148; 
Sunday. 8,408 . semi-weekly, 4,496. 


Raleigh. Biblical Recorder, weekly. Average 
1903,8.872, Average 1904, 9,756. 


NORTH DAKOTA. 


Grand Forka, Herald. dy. av. for yr. end. Feb., 
05. 6.096. Wili quar. 6.000 for yr.. N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwetl, N.Y. Rep. 


OHIO. 

Akron. Beacon Journal Average year ending 
April, 195,190,215, N. Y.. 523 Temple Court. 

Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79,460: Sunday 68.198. 
May, 1905, $4,262 daily; Sunday, 78.705. 

Dayton, Herald, evening re, gd 18.280. 
Largest in Dayton, paid at full rates. 

Youngstown, Vindicator. D'y av.’04,12,020. 
InCoste & Maxwell, N.Y. & Chicage. 

Zaneaville. Signal, daily, reaches 8. E. Ohio. 
Guarantees 5,000. Average for 1904, 5,179. 

Zanesville. Times-Recorder. Sworn av. ist 2 

mos. 1905,10.855. Guar’d double nea com- 
petitor and 50% in excess combined competitors, 

















OKLAHOMA. 
Guthrie. Oklahoma Farmer, weekly. Actual 

average 1904, $8,898. 

OREGON. 


Pertland. Evening Telegram, dy. (ex. Sun.) 
Average circulation daring 1904, 21,271. 


PENNSYLVANIA. 


Chester, Times, wee 'y. Average/90s, 7.929, 
N, ¥. office, 220 B’way. R. Northrup, Mgr. 


Telegraph. sworn av., 


Revinee. 
end’ 1424; Apr. Ut. nth 567. Best in’ 


g Apr.,1 


The Philadelphia 
BULLETIN’S 


Circulation. 


The following statemeat shows the actual cir- 
culation of BULLETIN for each day in the 
month of ang, [+e 

saiion Sa ehanae —y 4 
222) aes 








“Total for aT ae 6,009,640 copies, 
NET AVERAGE FOR May. 


222, 579 copies per day 


- sndletlen circulation figures are net; all 
ane unsold, free and returned copies have 


omitted. 
— Wal Melman, Publisher. 
PHILAD: 2 
me. Tee HbA everybody reads the 
LLETIN. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


MAY CIRCULATION 
The following statement shows the actual cir- 
culation of THE EVENING — tor each 
ond in themonth of May, 1905 
17 






162,131 
- -16¢,200 








Total for 27 days 4.492.999 copies. 
NET AVERAGE FOR MAY, 


166,407 copies per day 


BARCLAY 8. WARBURTON, President 
ELPHLA, June 3, 1906. 
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Philadelphia, Confectioners’ Journal, m’y. 
Av. 1904, 5,004; av. ist 6 mos. 1905, 5,420 (OO). 


Philadelphia, German Daily Gazette. Aver. 
circulation 1904, datly 49.088. meee 87,898. 
Sworn statement. Cir. books open 


Philadelphia, Press. Dai gy year end- 
ing Dec. 31, 1904, 118.242 net copies sold. 


Philadelphia. Farm Journal, monthly. Wil- 
mer Atkinson Company. publishers. Average 
for 1904, 598,880, age Ink awarded the 
seventh Sugar r Bowl > ere with this 

in 
= saardes June Sa om bg 
* Printers’ Ink, ‘The 
Schoolmaster’ in the = eo] 
oe  Saeetiaien to the Farm 
“Journal After acanvassing 
- ~ ge extending over a 
gh 4. Bg ie among all 
¥ Fises p tioned y Othe’ Unite tates, has wed 
= “ pronounced t the one that best serves :ts purpo 

‘as an educator ane counselor for the seriou 
“ral population, and as an effectiveand economé- 

“cal medium for communicating with them 
“ through ils advertising columns.” 


Philadelphia. Sac 5. Send Sisnee, weekly. 


“ peri 


Average for 1904, 92 — for rates to 
The Religious Press A 


Philadelphia, The Groce qijrocery et “Athwal 
average for 1904,11,7 





eae sod. © Labor rar wy. Av. 1904, 22,0 
618. Reaches best paid classof workmen in0.8. 


Pottaville. Evening Chron Chronicle, Officialcounty 
organ. Daily average 1904, 6,757. 
Weat Chester, Locai News, ends. 
Hodgson. Average for 1904, 15,180 
Wy ilomapest, Grit. prnanrearn Greatest 
— u. Av. first 3 mos. 1905 285.756. Smith 
jpson, Keps., New York York yn Chicago. 
“ Dispatch, “Gaily. Sor 1904, 
8.024." Enters two-thirds of ¥ rk homes, 


RHODE .——“ 
Pawtueket, Evening Times. ge for 
Sour months ending April 2yth, 1906, 1Ss04. 
Previdence, Daily Journ Journal, 17.290 (@0). 
Sunday,20, 486100). Evening. Bulletin 87, 886 
average 1904. Providence Journal Co., pubs. 
Westerly, Sun. Geo. H. Utter, pub. Avera 
1904, 44480. Only daily in So. Rhode Island. 


SOUTH CAROLINA. 
Oharleaton, Evening Post. Actual oe. aver. 
for first 3 months 1905 4,110. Apr. 4,458 
Columbia, State, ons average ye 1904, 
taily 3,164 copies, ( r issue; semi-weekly 
2.251, Sunday 9.41 e 4 Act, aver. "(Kise 
4months of 1905. daily $3,889; Sunda 
2 The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 


accuracy. 
TENNESSEE. 


Chattanooga, Crabtree’s Weekly Press. Aver- 
age and Di . 47,044, 


Ww. HL 








Knoxville, “quail Ave , 1904, 11,482. 


Has 4 Cp ney of the loca merchants, and 
es several thousand inches more 
Gaecrtising "than its nearest competitor. 


Knoxville, Journai and Tribune. Actual 
daily average for year ending January 51, 196, 
15,060 (4); weekly average for 1904, 14,518. 
&@ The absolute correctness of the latest 

circ t issued 

by the Daily Journal and Tri- 

bune is guaranteed by the 

publishers of the mer- 

ican Newspaper Directory, 

who will pay one hundred 
dollars to the first person who success+ 
fully controverts its accuracy. 
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Be a Seating. Av.’04,11,482. Led near- 
est competstor'ss,000 in advert’ng. ‘04, 6 days vs. 7, 
Memphis, Commercial Appeal, daily, Sunday, 
weekly. Average 1904, daily 88.965, Sunday 
37.008, weekly 86.840, (964). Smith & Thomp- 
son, Representatives N. ars & Chicago. 


Nashville. Banner, daily. Aver. 





‘or year 1908 


18.772; Fal 1904, 20.708. Only Nashville 
daily eligible to Roll of Honor. 
TEXAS. 

mten. Record and Chronicle, Datly av. 


De 
eee Bnoee J av., phi Poway | and 
weekly reach nearly 80 per cent 0 ax paying 
families of Denton county. vin 


El! Paso, Herald. Dy. av. 1904, 4,211; Dec.. 
1904, 4,485. Merenants O canvass showed Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 


San An ~ coe Standard, weekly. Average for 
(904, 2,90 


VERMONT. 


al Barre, Times, daily. F. E. Langley. Aver. 1904, 


Burlington, Daily News. evening. Actual 
daily average 1904, 6.018 ; last 6 mos., 6,628; 
last 3 mos., 7,024 ; last month, 7,847. 


Burlington, Free Press. Daily av. 03, 5.566, 
04, 6.68: rgest cityand State circulation. 
Examined by Assoc’n of American Advertisers. 


VIRGINIA. 


Norfolk. Dispatch, daily. Circulation, 1904, 
e+ uaa 1905, 9,858; Feb., 10,648; March, 


Richmond, News Leader, afternoons. Actual 
daily “Divet 1908, ey oo (see sngenn apse 
paper rector as no equal in pulling 
power bei Seep Gitiington and Atlanta, di 


Richmond, Times-Dispatch, 
mo orning. 

Actnal daily average wg end- 
GUA ing December. 1904, 20.172. High 
AN ice circulation with no waste 
TEED or duplication. In ninety per cent 
of Richmond homes. The State 

paper. 


WASH INGTON. 
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Oshkosh, Northwestern, daily. Average for 
1904, 7,281. December, 1904, 7.426. A 


Wisconsin “Wectty. sia be Bie Rye 


woe: - The only 
isconsin paper reula 
tion 18 Guatanteed “the Amer- 
ican Newspaper Directory. Actual 
average Jor 1903,88,181; by 
87.254; for vear ended rch 30, 
1905, 88,9 Y. Office. Temple 
Court. w %. yA. why Mor. 


WYOMING. 


Cheyenne, Tribune. Actual daily average for 
1904, 8, 986. 


BRITISH COLUMBIA. 
Vancouver, Province, daily, W.C. Nichol, 
publisher. dperags for 1904,%7,426; average for 

May, 1#5, 8,94 
Victoria, Colonist, daily. Colonist P.& P. 
Co. Aver. for 1903, 8,695 ; for 1904, 4,856 (). 


MANITOBA, CAN. 


Winnipeg, Free Foo, daily and weekly. Av- 
erage for 1904, daily, 7 ed 3 weekly, 15,801. 
Daily, April, 1905, 2bine 


Winnipeg, Der Nordwesten, Western Canada's 
German newspaper, covers the German speak- 
ing population of over 150,000—its exclusive field. 
Average for 1904,1 gtt average for 12 months 
ending April 30, 1905, 12,224, 


NEW BRUNSWICK, CAN. 
&t. John. Star. Actual daily average for 
October, November, December, 1904, 6,091. 
NOVA SCOTIA, CAN. 
Walifax, Herald ‘9@) a onine Mail. 
Circulation, 1904, 15,6% Flat rate. 
ONTARIO. CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Average for 1904, 6,000. 


Toronto, Evening Telegram. Daily, aver. 
1904, 81,884. Perry Lukens, Jr., N.Y. epr. 


Toronto. Star, daily. Sworn average cir- 
culation for March 1905,89,021. Largest cir- 
nen of any evening paper published in 

ptario 


Torente, The News. Sworn average daily cir- 
April, 1905,88%,957. Advertising 





Seattle, Times. Actual aver. Oct., 
Nov. and Dec., 1904, 87.090 daily, Goc450 Sun- 
day. By far oteene daily and Sunday in State. 

Taeoma. Ledge gv; 2 av, 1904, 14.864; Sy., 
18,475: wy., 5. 32 Aver. 4 mos., ending Jan. 
31, 1906, Daily, iveee, Sunday, 19,818. 


WEST VIRGINIA. 


Parkersburg, Sentinel, daily. R.E. Hornor, 
pub. Average for 1904, 2.820 (1054). 

w beeling, News. pots Ty 11.517 (2). 
Sunday paid circ., 11,988 (). For 42months up 
to Aprils, 1905. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


Milwaukee. Evening Wisconsin, d’y. Av.1904, 
26,201; April, 1905, 27.175 (OO). 


Milwaukee, Journal, cons Journal Co., pub. 
Yr. end, Apr., 1905, 82. 096. Apr., 1905, 40, ‘868. 





rate shee, fat run of paper. The largest cir- 
culation of any evening paper published in On- 


tario. 
QUEBEC, — 


Montreal. Herald, daily. 1808. Actual 
aver. datly 1904, 28,850; ~ Og: 18, 886. 


Montreal. Journal of Agriculture and Horti- 
culture, Semi-moothly. Average 1904, 61,427. 


Montreal. La Presse. La a a Co.. 
Lta., publishers. Actual avera daily’ 
$0,259; Av. Mar., '05, 95.826. Sat, 118. 892, 


Montreal. Le Canada. Actual average s904— 
daily, 19,2%7; weekly. 18.757. 

Montrent, pet, dy. 4 ae Graham &Co, Av 
oa 03, 4, ° 5,127. %. 122,269. Av. for 1904 

dy. 56,795, wy. 125, 240, 

Sherbrooke. Daily Record Recor. Guaranteed av., 
1904, 4,917; May, 1905, 5,810 























cords the Gold-Marks may use display 


the 1905 Directory. 





Any publication to which Rowell’s American Newspaper Directory for 1905 ac- 


space under the heading, ‘‘ Gorp-Mark 


Papers.” It may use an inch, a quarter page, a half page or a whole page. It 
will be observed that by doing so a publisher may secure a special position at the 
ordinary price: $40 a page, $20 a half page, $10 a quarter page, $3 an inch, twenty 
cents a line. The special position is created from the fact that no paper will be 
given space under the Gold-Mark heading unless it IS accorded the Gold-Marks in 
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le ©) GOLD MARK PAPERS ©©) 








(OO) Advertisers value these papers more for thec class a lepelity = their circulation than for 
id was 8 


tbe mere number of copies printe 
the sign ©.— Webster’s Dictionary. 


Among the old 


ly represented by 


Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
per Directory, one hundred and twelve are distinguished from ali the others by the so-called goid 
marks (@©). the meaning of which is explained above. 

Announcements under this classification, from publications baving the gold marks in the 
Directory, cost 20 cents per line per week, two lines (the emallest advertisement accepted) cost 
$20.80 for a full year, 10 per cent discount. or $18.72 per year sp ot cash, if paid wholly in advance. 





WASHINGTON, D. C. 


THE EVENINGSTAR (QO), Washington, D C. 
Reaches 90% of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Act.av. for 1904: 
Daily 88,888 (OO), S’y 42,819, Wy 107,925. 


ILLINOIS, 

CHICAGO GRAIN DEALERS’ JOURNAL (©60). 
Largest,cirqulation; best in point of quality. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because TRIBUNE ads bring 
satisfactory results. 

be gy may PER(© ©), (oem, only “Gold 
Mark” baking journal dest, largest, best 
known. Subscribers in every piatsend ‘erritory, 


KENTUOKY. 
LOUISVILLE COURIER-JOURNAL (©©). 
Best paper in city ; read by best people. 


MASSACHUSETTS. 
BOSTON PILOT (@©), every Saturday. Roman 
Catholic. Patrick M. Donaboe, manager. 


BOSTON EVENING TRANSCRIPT (©©). estab- 
lished 1830. The only gold mark daily in Boston, 


WORCESTER L’OPINION}PUBL IQUE joo is 
the leading French daily of New England 


TEXTILE WORLD RECORD (60), Boston, is 
the “bible” of the textile judustry. Send for 
booklet, “The Textile Mill Trade.” 

MICHIGAN, 


GRAND RAPIDS FU RNITO - RECORD (0). 
Only national paper in its field 


MINNESOTA, 


THENORTHWESTERN MILLER 


Minneapolis, Minn ; $3 per year. Covers 
and flour trade all over the world. The 
oar" cs old Mark” milling journal (@©). 





NEW YORE. : 


BROOKLYN EAGLE (©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©@). Rochester, N. Y. 
Best advertising medium in this section. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, influence and prestige. 


ENGINEERING NEWS (@©).—An authority of 
the —— order.—Tribune, Charleston, W. Va. 
ws prints more transient ads than all 


other technical papers; 1% & 3c.a word. Try it. 
VOGUE (@9), the aatheshy on fashions. Ten 

cents a copy; $4a year. 364 5th Ave., New York. 
HARDWARE DEALERS’ i lia 


a 1904, average issue, 17,500 ( 
D. T. MALLETT, Pub.. 253 268 Broadway, N. Y. 


NEW YORK HERALD (©O). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD ret. 


ELECTRICAL WORLD ANI AND ENGINEER (© ©), 
lished 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 





BUFFALO COMMERCIAL (© ©). Desirable 
because it always produces satisfactory results. 


CENTURY MAGAZINE (Q ©). There area few 


CENTURY MAGAZINE. 


NEW YORK 7 (© ©). daily and Sun 
day. Established 1 A conservative, clean 
and up-to-date ly whose readers repre 
sent inteilect and purchasing power toa high- 
grade advertiser. 


THE NEW YORK TIMES (© ©), Times Square, 
“All the news that’s fit to print,” has greatly in- 
creased in advertising and circulation since enter- 
ing new bome. More than 100,000 copies daily 
in Metropolitan District ; a quantity of quality. 


OHIO. 


CINCINNATI ENQUIRER(QO). Great—influ- 
ential—of world-wide fame. est advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PITTSBURG DISPATCH (©©0), a home 
delivered circulation among those of ali classes 
with money to buy. 


THE PUBLIC LEDGER (©©)—Inderendence 
Hall and PoBLIC LEDGER are Philadelphia’s 
landmarks: the only paper aliowed in thousands 
of Philadelphia bomes. Circulation now larger 
than in 70 years. Advertisements April and 
May, 1905, GAINED 25,000 over same months 1904. 


SOUTH CAROLINA. 


THE STATE (@©©), Columbia, 8. C., reaches 
every part of South Carolina. 


VIRGINIA. 


NORFOLK LANDMARK (© ©)the recognized 
medium in its territory for investors and buy- 
ers. Holds certificate from the Association of 
American Advertisers of bona fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who bave gotten splendid 
results from LaNDMARK. 





WISCONSIN, 
THE MILWAUKEE EVENING WISCONSIN 
(OO), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (@©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, fat rate. 


THE TORONTO GLOBE (co) 


m... larger circulation —- any other mornin 
per in Canada, U.S.r presen tives, BRIGH 
ee VEREE, Tribune Bide, N N. ¥.; Boyce Bidg., 


Chicago. 
od 

A Novet booklet from the Standard, 
Anaconda, Montana, shows views of 
that treeless town’s chief attractions, 
the copper smelters, the center pages 
being given up to "the Washoe plant 
with its 320-foot stack, the largest in 
the world, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








COLORADO. 
Denver Post, Sunday edition, pape fe 


fPHE 

f Naa 905, contained 5,032 different c 8, 
s total of 107 8-10 columns. The Post is the big 
Want medium of the Rocky Mountain on. 
The rate for Want advertasing in the Post is 5c. 
per line each insertion, seven words tothe line. 


CONNECTICUT. 
“—— Conn., RECORD covers field of 50,000 
on ; working people are skilled 
Classified rate, centa we a aay 
“Agente W: 


mechanics. 
five cents a word a week. 
etc., half cent a word a day. 


DISTRIOT OF COLUMBIA. 

PRE EVENING and SunpayY Stak, Washingto: 
D.C. ‘00. carries DOUBLE the number ——. 
Want Aps of any other paper. Rate lc. a word 





ILLINOIS. 
pea (1l.) JOURNAL reaches over oan | s 
prosperous people of ——ggaae Illino’ 
Rate, one cent per word each issue. 


[HE CHICAGO DAILY NEWS in the city’s 
“‘want-ad” directory and one of the great- 
est “want-ad” mediums of the country. It has 
no Sunday issue, but is agg every evening 
8. as the stat 


ied ad- 


to the DaILy NKws oo by telephone. 
Eleven telephones are used comanory | aa a 
reception of such ads from nearly 
agencies and from thousands of ‘individual dg 
tomers throughout Chicago and its adjoining 
territory. These advertisements are, for the 
convenience of the readers, carefully classified 
under 199, different classification headinge. No 
free “want-ads” are published. The DatLy News 





rigidly all advertising. 
The value of the classified columns of the DaILy 
News to the advertisers is shown ~ Ay very 

www EY the 


rapid erewte 4 — kind of adverti: 
paper > e year 190: it increased 133 col- 
umns on 1 notwithstanding an Sevens in 
advertising rate; in 1904 it increases 314 — 
over 1903, or an average of a column a 

or everybody who reads the Engilshjlan- 


fase © around or about Chicago read: 
z News, ” says the Post-office Review 


INDIANA. 


HE Terre Haute Stak carries more Want ads 
than any other Terre Haute paper. Rate, 


enecent per word. 
NEws ¢ News durin the year 1904 


TE! ie 
more classified advertise- 
aa 7 than = other Kp) of | 


IOWA. 

(PRE Des Moines CaPiTaL 
est circulation in tne city of Des Moines of 
—— daily ——.. ‘, is want ad medium 
a word. By the — 

$i per Tine ‘it is published six evenings a week 


arantees the Jarg- 





M -osape a 
gy hs E EVENING EXPREss more Want ads 
than all other Portiand. dailies combined. 


MARYLAND. 
[HE Baltimore News carries ase Want Ads 


than any other Bajtimore It is the 
i ant Ad medium of “Baltimor ore. 
MASSACHUSETTS. 
CENTS for 30 words, 5 days. DAILY 


ENTER- 
25 PRISE, Brockton, Mass., carries solid page 
Wantads. Circulation tion exceeds 10, 000. 


- [aE Boston EVENING TRAX TRANSCRIPT is the t 

resort ide for New Englanders. ‘Lhey 
expect to find all good places listed in its adver- 
tising columns, 


[BE Boston TRAVELER pu publishes more Want 

ae than any other exclusively even- 
ing paper in i id,and every advertisement 
is paid for at the established ed rates. 


oe GLOBE, daily and Sunday, in 1904, 

ed 141,353 more “Want” ads than eae 
other Boston pager. It printed a total of 417, 
classified advertisements. and every one of them 
was paid for at the regular rate, ere 
were no trades, deals or discounts. 


MICHIGAN. 
AGINAW CovurigER-HERALD eatin). only Gan Sun- 
day paper; result getter; circu. 
cess of 11,500; lc. word; 4c. subsequent. 


MINNESOTA. 


7“ Minneapolis JOURNAL carried over 51 

cent more Want ads during May, 
1905, t. any other Minneapolis daily. No free 
Wants and no objectionable Wants irculation, 
1993, 57,039; 1904, 64,333, first 4 months 1905, 67,448; 
May, 1905, 67,236 


THs MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
ears. It is the oldest Minne- 
apolis daily and has over 92,000 — ibers, 
which is 25,000 eac oy over and above any 
other Minneapolis daily. nt evening ols by 


alone has a larger cir 
, than any Lape evening pa 


been for many 








many t 
It f Want advertise, 





par 


combined, prin’ ~ OY. 273,730 
paid Want ads di 4 that time. 


of Indi "7 


Star 
TH! STAR. Muncie ‘Gran and Terre Haute Star; 
general offices. Indiana Rate in each, one 


wes per word; a ~y “rate, two cents per 





ments every week at full price (average of two 
pages a day), no free é ; price covers both 
morning and evening issues. No other Min- 
neapolis — < carries’ anywhere near the num. 
ber of Wanted advertisements or the 
amount in voleane 





4 eg — '———— “eo is the Want ad 
pee. t printed 


diatiapolis new r for the same period. The 
in December, 1904. rin 13.060 lines; the 
Sentinel 4,516 lines, and the Sun 2.630 1 e 
bdianapolis STAR — no classified advertis- 
free. The rate is one cent per word. 


HE Marion LEADER is recognized as the best 
result getter for wnat ads. 
‘Times Muncie Stak is the recognized Want ad 
medium of Muncie. It poem four times as 
advertising daily as all other 
Muncie dailies combined. 





HE Sr. hy my DispaTcn is the leading “ Want’ 

satan engi sth aca 
upon ev city an ry; 
more paid een than the Paul 
dailies combined; brings replies at a 
Circulation 1904—58,036; now 59,501. 


MISSOURI. 
HE Joplin Girone carries more Want ade 
than all other papers in Southwest Missouri 
gives results. One centa 
word. Minimum, 


[HE Kansas City JOURNAL Fey J morn: 
including Sunday), one x 

Want ad jums of A 3, 21 to 35 
columns paid Wants See, rt to 10 columns 
daily. Kate, 1 cent a word, 


























MONTANA. 

HE | fmacente STANDARD is Montana’s great 

ant Ad” medium; ic.a word. Average 
ques (1904), 11,359 ; Sunday, 13,756. 


NEBRASKA. 
INCOLN JOURNAL. AND News, combined cir- 
culation over 27,000, Cent a word. 


BE Lincoln Damy Star, the best “Want Ad” 
medium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. Rates, 1 cent 
per word. Sunday W ant ads Teceive extra ip- 
sertion in Saturaay afternoon edition if Sd is 
received in time. DalLy Stak, Lincoln, 


NEW JERSEY. 


) hme ort Dai_y JouRNaL covers population 
95.000. Largestcirculation. Brings re- 
sults. Only “* Want’? medium. Cent a word. 


NEW YORE. 
IP ‘BE Posr | afm 4 is the best afternoon Want 
ad in Rocbest 








LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. N.Y. Great- 
est Want ad medium in Westchester County. 


N Binghamton the LraDEr carries daracst pat- 
ronage; hence pays best. BECKWITH, N. Y. 


UFFALO NEWS with over 87,009 circulation, 

isthe only Want Medium in "Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


fhe Trwes-UNI0N. of Albany, New York. Bet- 

ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that city. 


JRINTERS’ INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad mediums. mail order articles, aavertis- 
ing novelties, printing, written circulars, 
rubber si ps, Office devices. adwriting, half 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 


Onto, 
N Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as all the other papers. 


HE Zanesville SicNaL reaches 64 townsinS. E. 
Ohio, also 68 rurai routes; 4c. a word net. 


OUNGSTOWN VinpicaTor-— Leading “Want” 
medium. ic. per word. Largest circulation 


oe MANSFIELD News publishes daily more 
Want ads than any otber 20,000 population 

er; 20 words or less 3 corsecutive times 
.; one cent per each additional word. 


OKLAHOMA, 
HE OKLABOMAN. Okla. City. 11,029. Publishes 
more Wantsthan any four Okla.competitors, 


newspa 
or less, 


PENNSYLVANIA. 
HE Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
otber paper. 













PHILADELPHIA: 
THE EVENING BULLETIN. 
Net paid daily average circulation for 
May: 




















222.579 copies per day. 
Philadelphia nearly everybody 
reads *The Bulletin.’” 

(See Roll of Honor.) 


“In 
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DON’T. BE BIGOTED 


Usg German Copy, 


The Philadelphia 


German Daily Gazette 


is a known puller. 
Circulation sworn and guaranteed. 


49,083 COPIES PER DAY 


(See Roll of Honor.) 


SOUTH CAROLINA. 
Ts E Columbia StaT& (OO) carries more Want 
ads than any others. C, newspaper. 


VERMONT. 
[Be Datos DatLty News is the popular 
aper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want ads. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA. 

HE News LEADER, pao “oe gn Loney afternoon 
except Sunday, a. Largest 
circulation by long dds ¢ ten ay My 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one centa word per 
insertion, cash in advance; no advertisement 

counted as less than 25 words; no display. 


WISOONSIN. 
N°? paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 
o) ARESUILLE GAZETTE, « daily and weekly, 
reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco beit, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 


lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


CANADA. 


[HE Halifax HERALD (QO) and the ae tame 
Scotia’s recognized Want ad mediums 


A PRESSE, Montreal. Largest daily circula- 
tion in Canada without exception. (Daily 
95,825, Saturdays 113,892—sworn to.) Carries more 


wantadsthan any French newspaper in the world 


T HE DamLy TELKGRAPH, St. Jobn, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper og 
Eastern Canada. Want ads ove cent a wo. 

Minimum charge 25 cents. 





TS Toronto DAILY STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more general advertising than 
any other Toronto paper oe Sworn daily average 
circulation, March, 1903, 39,021. 


ra yt ide R feature of the Toronto EvEn- 
ELEGRAM’S Classified advertisements 

is that t they x all true to their headings; there 
are no f: mproper or doubtful advertise- 
ublic perfect 
confidence in them, “Gs next the large circu- 
lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers. 


‘(HE Montreal DalLy STAR carries more Want 

vertisements than ail other Montreal 
dailies combinea. The Fammy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper paper in Canada. 


fg Winnipeg FREE Press carries more 
Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in all the other 
daily papers published in the Canadian North- 
west combin Moreover, the FREE PRESScar- 
nes a larger volume of general advertising 
than any other daily paper in the Dominion. 
BRITISH COLUMBIA. 

VICTORIA COLONIST. Oldest established 
o r (1857). Covers entire Province. Great- 
ae Ad medium on the Canadian Pacific 
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THE STAR 


es publisher who peruses the ROLL OF HONOR will notice 











a number of advertisements therein to which the so-called 

Guarantee Star is attached. This signifies that the 
publisher of a paper so marked has sought and obtained 
a guarantee certificate from the publishers of Rowell’s 
American Newspaper Directory forthe absolute guaran- 
tee of the correctness of his circulation rating in the Directory. 
The 1905 issue of that book contains twenty-six guarantee Stars 
in all, eighteen of them having been added during the 1905 
revision. 

In this connection it may be, perhaps, of interest to state that, 
although the 1905 edition of the Directory is now off the press, pre 
guarantee certificates will be issued at any time between now the 
and the time of going to press with the 1906 Directory to publi- eig 
cations deemed eligible to the Star Galaxy. m 


It may be truly said that the Guarantee Star attached to a om: 
publication in Rowell’s American Newspaper Directory is the 
most conspicuous distinction which the Directory editor gives to 
a paper. The Star constitutes for a publication possessing it a 
perpetual advertisement of the highest character—costing nothing 
after the initial payment. Year after year the Star will appear 
in each issue of the book, imbedded in the catalogue part of the 
Directory, guaranteeing the accuracy of the latest circulation 
rating given in Arabic figures—always free after the initial pay- 
ment. It stands out bold and bright as the symbol of the highest 
guarantee for a publisher’s honesty and square dealing with an 
advertiser. , 

Rowell’s American Newspaper Directory Guarantee Star is 
of vastly higher quality and value to the intelligent advertiser | 

















than all the certificates of associations and accountants that 
charge good fees fora one-time sporadic investigation, which is 
as ephemeral as it is misleading. Rowell’s Guarantee Star is 
perpetual—it guarantees the publisher’s honesty and good faith, | tim 
it guarantees his own statement, and the Directory merely acts the 
as custodian and attorney for publisher and advertiser. of t 
An exact fac-simile of the catalogue description in Rowell’s 
American Newspaper Directory of a Chicago publication posses- 
sing the Guarantee Star is here shown: 

RECORD-HERALD; every morning: 

independent ; dally twelve to twenty, Sun- 

day forty-eight to sixty-four pages 18x24; 

subscription—daily & Sunday $2.50; estab- 

lished — Record 1881, Herald 1881, consolidated 


1901; Frank B. Noyes,editor and publisher, 
Oftice, 154 Washington street (12—4). 


mere reat 


If is 
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Circulation—Daily: Actual average 
for a year ending with Sept., 
1901, (Record-Herald), 154,< 


120: for 182, 158,4243 for 
itee” 18, 154,218; for ist, 145, 
TEED MAR 


Sunday: Actual average for 
1902, 17 11,8163 for 193, 19 1,6 
317; for 194, 199,400. 

&@" The absolute correctness of the latest 
circulation rating accorded the Record- 
Herald is guaranteed by the publishers of 
Rowell’s American Newspaper Directory, 
who will pay one hundred dollars to the 
first person who successfully controverts 
its accuracy. 


Below follows a recapitulation of all the members which at 
present constitute the Star Galaxy. 

Between 1899 and 1904 eight publications only had secured 
the Guarantee Star distinction, while during the 1go05 revision 
eighteen new names were added, showing a total of twenty-six 
in the 1905 issue of Rowell’s American Newspaper Directory, 


a ne tk ET 





namely: 








ILLINOIS. , ’ IOWA, 
SID cwesciesossceess aily News, PRONE CUD i ine Hiadada vce eeeeee Tribune, 
Chicago...ecceeeesses+++-Record-Herald, MARYLAND. 
DeCatat....ccccccccsccces Daily Review. MAMI siicdcacs.cauvasiececsia .-» News, 
Peorid.cccccccce-scosssece Star. MASSACHUSETTS 
MINNESOTA. WORM isitssindecsuaecesovee ooeeeeGlobe. 
Mioneapolis.........+..+ Tribune. ’ MISSOURI. 
aa... PP eB WINE I 555 6. oa cse<ce cccccccceDtare 
Mioneapolis...... Farm, Stock and Home. i NEBRASKA, 
RNOOUIN 6 sacwsana sonceccegue Daily Star. 
PENNSYLVANIA, 
Philadelphia.........00seeceeees Bulletin, Tn ren 
Pittsburg.....see+- bieseesecas +-Post. aaigk cot 
CALIFORNIA. POD Ce iiss: Rcaveasdeess Beacon Journal, 
Oakland. cccccccccccseees. Herald. SOUTH CAROLINA, 
slaw von: Columbia..... cecccccese Sensioeew eo State, 
A VIRGINIA, 
al aiaes me nee Richmond.,,...... ....«. Times-Dispatch, 
WISCONSIN, 
COLORADO, Post Racine...++.....Wisconsin Agriculturist. 
Denvete ccc... .ccccccceccces esee.ee. Post, aaa 
DISTRICT OF COLUMBIA. Toronto ....cccccccceces Mail and Empire. 
Washington..... + eoeee «-» Evening Star, Montreal...... ccccecccccccce ecocece Star. 


As already stated, Guarantee Certificates are issued at any 
time between now and the going to press of the 1906 edition of 
the Directory. So far two publications have availed themselves 


of the opportunity. They are: 


Minneapolis Svenska Amerikanska Posten, 


Knoxville, Tenn., Journal and Tribune, 


If interested write for terms and conditions of admission to 
CHAS. J. ZINGG, Manager, 
Rowell’s American Newspaper Directory, 


10 Spruce Street, New York. 
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“AJOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


V—r—r* 
t@ Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dol 
four paid subscriptions, sent in at one time, will 


ber at the same rate. Five cents a copy. 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
ei such cases the charge will be five dollars a 





ADVERTISING RATES . 
Advertisements 20 cents a line, pearl measure, 
15 lines to the — ($3); 200 lines to venepege ($40). 
on. specified — a Og by ben ee 


in advance of day « of publication. 

Contracts by the month, guarter or year,may 
be diecontineed oe pleasure of the advertiser, 
and space used paid for ra 

Two lines smallest advertisement taken. Six 
words make a line. 

ants appearing as reading matter is in- 


All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 


ern” 


Cartes J. ZinGG, 
Editor and Manager. 


OrFices: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Bill,EC 


NEW YORK, JUNE 14, 1905. | 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















THE wise advertiser disregards 
the axiom that “the time to ad- 
vertise is all the time,” and is 
satisfied with an adequate repre- 
sentation in the “off” seasons, 
saving his appropriation for the 
periods when heavy expenditure 
can be made to some effect. 





“MOovERN Advertising Meth- 


ods,” an address on general and 
trade journal advertising from 
the shoe manufacturer’s stand- 


point, delivered before the Boston 
Boot and Shoe Club by Franklin 
P. Shumway, has been published 
in a fine large-paper brochure by 
the Franklin P. Shumway agency, 
Boston. 


PRINTERS’ INK, 


THERE is nothing that so in- 
spires confidence in, and enthus- 
iasm for, one’s goods as a thor- 
ough knowledge of them, and 
confidence is contagious, 


SMALL folders showing the cost 
of life insurance in all the lead- 
ing companies, large and small, 
together with each company’s cost 
of operation and other figures 
bearing on the policy holder’s 
side of the matter, have been pre- 
pared in diagram form by Edwin 
S. Jewell, First National Bank, 
Chicago. They would make ex- 
cellent advertising matter for use 
locally by life insurance agents. 


A HANDSOME piece of literature 
for Antiphlogistine, the prepara- 
tion advertised to physicians by 
the Denver Chemical Mfg. Co., 
New York, is a booklet in Spanish 
for distribution in South Ameri- 
ca and the West Indies. The 
merits of this company’s home lit- 
erature have been preserved, and 
the only suggestion that one un- 
acquainted with its particular 
proposition would make is the 
quotation of more opinions from 
French and Spanish medical _pa- 
pers in place of those given from 
American and British journals, 


CINCINNATI has the only adver- 
tisers’ club west of New York and 
south of Chicago which sends out 
a monthly journal called the Ad- 
vertisers’ Club, in which are re- 
ported proceedings of its meetings 
and papers of those who address 
the organization. The officers of 
the Cincinnati Advertisers’ Club 
are as foliows: President, Clar- 
ence FE. Runey, Advertising 
Agency. First vice-president, Wm. 
B. Johnston, Adv. Mgr. Q. & C. 
Route. Second _ vice-president, 
Fred L. Smith, Cincinnati Post. 
Corresponding secretary. Wm. E. 
Beall, the Republican. Financial 
secretary, Ray Cunningham, Cin- 
cinnati Post. Treasurer, Amos 
Guthrie, Times-Star. Board of 
Governors: Smith B. Queal, Frete 
Press. H. J. Haarmeyer, Indian- 
apolis Sentinel. Will L. Finch, 
Industrial Bureau. Jas. Bottenus, 
Cincinnati Post. Ed. Flicker, 
Cincinnati: Enquirer, 
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Once establish a reputation, by 
advertising and fair dealing, and 
you are assured of a very large 
audience that is always ready to 
listen to what you have to offer. 


THE Utica, N. Y., Press has 
moved into its new building, al- 
most directly across the street 
from the old one. The building is 
four stories in height, of brick, 
with stone trimmings. In appear- 
ance, it is creditable, in arrange- 
ments convenient, and in equip- 
ment complete. 





In advertising machinery, it is 
advisable to depend upon photo- 
graphs for illustrations. When 
an artist draws a picture of a 
rock drill there are a hundred 
places in which slips can be made, 
and when he undertakes a picture 
of a coal miner, drawing from 
imagination, the result is not 
happy from the real coal miner’s 
viewpoint. The hand-made prod- 
uct often looks more like a floor- 
walker than a miner. Photo- 
graphs get all the little details 
right, and at very slight expense. 
The camera alone can be trusted 
with technical illustrative work. 

For over ten years the writer 
has derived great benefit from the 
perusal of a weekly paper called 
Printers’ INK, published at 10 
Spruce street, New York City. 
Some of the brightest adwriters 
in the world are frequent contrib- 
utors to this paper and every pro- 
gressive business man should read 
it. In addition to this paper, one 
should take a Chicago, Philadel- 
phia and New York daily. In 
these three cities the best retail 
advertising is done. You say: 
“That would cost money.” Well, it 
nearly always costs money and 
effort to make money. The ques- 
tion is: are you really serious in 
your desire to increase your busi- 
ness. If-you are, you will con- 
sider anything that promises a 
fair return, a legitimate expense. 
I would suggest the Chicago 
Record-Herald, the Philadelphia 
Bulletin and your favorite New 
York paper—F, T. Parsons, 
Manager Rutland, Ver., Herald, 


June 5, 1905. 
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HISTORY OF PRINTING AND 
WRITING MATERIALS. 


“Printing and W Writing Mater- 
ials: Their Evolution” is an inter- 
esting work tracing the progress 
in these products from the earliest 
Babylonian reliefs to the latest 
forms of paper and the fountain 
pen. The author, Adele 
Smith, has treated her subject 
chiefly from the historical stand- 
point, but the book is complete 
and not without practical value. 
Intended primarily as a text-book, 
it is published by the author, 111 
West 76th street, New York City. 





EDUCATING READERS. 


It is within the province of 
publications to extend effectual 
help in calling their readers’ at- 
tention to problems closely asso- 
ciated with the welfare of adver- 
tisers, upon whom they depend 
for considerable of their revenues, 

As for instance, imbuing them 
with confidence in the honesty of 
every business offer made through 
their columns. Most of the in- 
fluence attained by such good ad- 
vertising mediums as the Ladies’ 
Home Journal, Saturday Even- 
ing Post, Woman's Magazine, 
Collier’s and others, has Deen ac- 
quired by the confidence that their 
readers have in these publications, 
not permitting their space to be 
t.ed for other than legitimate 
purposes. 

It would pay also, occasionally, 
to have editorials on the value to 
readers in studying the offers 
made by advertisers, 

If it only gets a few readers to 
consult the advertisements who 
are not in a habit of doing so, it 
will be well worth the effort. 

A publisher’s duty to adver- 
tisers is not restricted to efforts 
in making his space pay; to mere- 
ly selling the space. On the con- 
trary he must help all he can, 
commensurate with legitimate 
business methods, to build up a 
friendly spirit of communism, 
This is in his power, for readers 
if they think well enough of a 
paper to subscribe to it will have 
faith in what the editor of a paper 
has to say to them.— Mail-Order 
Journal for June, 1905. 
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A LIMITED amount of advertis- 
ing for the Codman & Hall Com- 
pany, Dewey sq., Boston, is being 
placed in daily and weekly papers 
near Boston, by the H Hum- 
phrey Company, 227 Washington 
st., Boston. 


THE paragraph which recently 
appeared in Printers’ INK as to 
the Wanamaker advertising in the 
New York Times needs this ex- 
planation: When the full page 
advertisement of Wanamaker ap- 
peared daily in the New York 
Times, it represented the largest 
sum expended by any New York 
advertiser in any single newspa- 
per. It was a very desirable and 
profitable contract. The New 
York Times, however, advanced 
its general advertising rate on 
April 1st, and because of it the 
Wanamaker store reduced its 
space in the Times. Notwith- 
standing the reduction of the 
Wanamaker space, the New York 
Times in the month of May gain- 
ed 253 columns of advertising over 
the same month last year, 


BERIAH WILKINS DEAD. 

Beriah. Wilkins, editor and proprie- 
tor of the Washington Post, died sud- 
denly at his home in that city June 7, 
of heart disease. Mr. Wilkins was 
fifty-nine years old, and leaves a 
widow and two sons. He was born 
in Union County, Ohio, received a 
common school education and engaged 
in banking, after serving for a time in 
the army, just before the close of the 
civil war. In 1879 he was elected to 
the Ohio Senate and afterward be- 
came a member of the Democratic 
State Committee of Ohio. He was 
elected to the Forty-eighth, Forty- 
ninth and Fiftieth Congresses, and 
was known as a “Randall” or Protec- 
tion Democrat, As chairman of the 
House Committee on Banking and 
Currency, he took a prominent part 
in the discussions of the financial 
questions then under consideration. 
Mr. Wilkins, with the late Postmaster- 
General Frank Hatton, acquired the 
Washington Post in 1889, and after 
the death of Gen. Hatton Mr. Wil- 
kins became both editor and proprie- 
tor. He also had large corporate 
and financial interests in Washington, 
and was a member of the Gridiron 
Club. 
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“ADVERTISING for Profit” is a 
booklet from the Manufacturers’ 
Advertising Bureau, 126 Liberty 
street, New York, describing the 
service of that agency for adver- 
tisers in the machinery and tool 
trade. Established in 1879, this 
agency is said to be the largest 
user of space in trade journals in 
the country. The proprietor, 
Benj. R. Western, was the found- 
er of the Engineering and Min- 
ing Journal in 1866, and, later 
proprietor of the Manufacturer 
and Builder and Coal and Iron 
Record. In the past twenty years 
he has been a specialist in ma- 
chinery advertising. 





IN OKLAHOMA. 


In Printers’ INK for May 31 
there was printed an exchange of 
courtesies in the form of lengthy 
letters from Mr. E. K. Gaylord, 
business manager of the Okla- 


homan, and Mr. F. H. Greer, 
president of the State Capital 
Company. The points at issue 


are the circulation claims of the 
Oklahoman on the one side and 
the State Capital on the other. 
After consideration of the facts 
asserted Printers’ INK, in the 
above issue, made this offer: 

Oklahoma is not so near at hand as 
Brooklyn, but the matter seems of importance 
to two conspicuous newspapers, and doubtless 
is so to many advertisers who are readers of 
Printers’ Ink. On this account the editor of 
Rowell’s American Newspaper Directory will 
send a competent circulation expert to examine 
into the comparative issues of the two a 
and report the result, provided the two editors 
will agree to welcome the investigation and 
give the investigator the facilities he needs to 
enable him to assertain the facts. He will go 
first to the office that is first to invite his 
presence. 

On June 2d the following tele- 
gram was received from Mr. 
K. Gaylord, business manager of 
the Daily Oklahoman: 

We gladly accept your offerin Printers’ 
Ink of May 31, to examine our circula- 
tion and that of the State Capital. 

The office of the Daily Okla- 
homan will be therefore the first 
place to which Rowell’s American 
Newspaper Directory’s ambassa- 
dor will proceed, provided Mr. 
Greer of the State Capital also 
responds in a similar tone. So 
far no message has been received 
from him, 














Tue Paul E. Derrick Advertis- 
ing Agency, which for thirteen 
years has occupied offices in the 
New York Tribune Building, has 
moved to the Temple Court 
Building. 


Tue H. B. Humphrey Co., 227 
Washington st., Boston, is placing 
considerable summer resort ad- 
vertising this season. Among the 
hotels, the advertising for which 
is placed by this well known 
agency, are the Colonial Arms at 
Eastern Point, Gloucester, Mass., 
the Hotel Preston at Beach Bluff, 
Mass. the Hotel Hesperus at 
Magnolia, Mass., the Chequesset 
Inn at Cape Cod, and the leading 


White Mountain hotels; the 
Mount Washington and_ the 
Mount Pleasant at Bretton 
Woods, New Hampshire; the 


Crawford House, Fabyan House, 
Twin Mt. House and Summit 
House, Mt. Washington, and the 
Lake Auburn Hotel, Auburn, Me. 


TORONTO IS ALL RIGHT. 


Mr. M. Lee Starke delivered an 
address on the subject “Circula- 
tion in its Relation to Advertis- 
ing, on June 7, before the Nation- 
al Convention of Newspaper Cir- 
culation Managers, assembled at 
the King Edward Hotel in To- 
ronto. 

The Little Schoolmaster was 
provided with an advance car- 
bon copy of the speech con- 
taining several thousand words. 
The essay was full of eloquence, 
pathos, and words, words, words. 
Not one tangible thought or a de- 
finition of what constitutes circu- 
lation, 

Toronto circulation managers 
are perhaps less in need of advice 
than their brethren elsewhere. 

The Toronto dailies furnish a 
commendable example to the pub- 
lishers of the United States. Each’ 
of the six daily papers of that 
city has submitted a satisfactory 
circulation statement to Rowell’s 
American Newspaper Directory 
and each has a rating in Arabic 
figures in the 1905 Directory. It 
would be hard to find a city in 
the whole country which equals 
Toronto in this respect, 
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On one of New York’s up-and- 
down avenues is a haberdashery 
shop that wasn’t there last month, 
and it has hung out a ‘nuff said 
sign of four words, “New store— 
get acquainted.” 

THE Memphis, Tenn., Times 
issued a special “Texas-Califor- 
nia’ number recently, It con- 
tained a detailed account of a trip 
into the western country by the 
editor, H. J. Boswell, .and was 
fully illustrated with half-tones. 








SUBWAY SIGN LANGUAGE. 


Discussion about the signs in 
the New York Subway has stead- 
ily declined since the road was 
opened last fall, though legally 
the question has not been settled 
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yet. In some new signs for 
Rogers, Peet & Co., at stations 


near their three stores a new 
idea, “Subway sign language,” 
has been adopted. Deaf and 


dumb symbols spell out advertis- 
ing phrases, and for those too 
dumb to read these symbols plain- 
er characters have been added. 
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Like the first series of Subway 
signs erected by this firm, the 
boards are worked out in color 
schemes that match the respective 
stations. They were designed at 
the Cheltenham Press, New York, 
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THERE is one valuable phase of 
advertising that, with but few ex- 
ceptions, has been employed very 
little or only superficially by man- 
ufacturers and dealers, It-is the 
detailed description (words and 
pictures) of the manufacturer of 
an article, from the raw material 
in the mine or forest, step by step, 
until it becomes the finished prod- 
uct, ready for the consumer. 





In the manufacture of any ar- 
ticle there is some one quality 
that the public demands and that 
the manufacturer and the dealer 
claim to furnish. Too often the 
proof offered is age of house, 
square dealing, and other state- 
ments of a similar character. All 
of the proofs at the command of 
a manufacturer are none _ too 
many to quickly convince the con- 
sumer that the particular goods 
offered are the ones to purchase. 





A FOREIGN LANGUAGE 
SERVICE. 


A new department of the 
Johnstone Advertising Agency, of 
Rochester, N. Y., deals with ad- 
vertising in foreign languages. 
According to a folder describing 
this service, it is more than a 
translation bureau. It says: “If 
there is a market for your goods 
in Canada, you have got to have 
French literature of the kind that 
will appeal to the Franco-Cana- 
dians. And this literature must 
be worded entirely different from 
the kind that would be good to 
send to France. The Central and 
South American countries offer a 


vast field for the manufacturers 
of Rochester. Johnstone’s man 
knows how to talk to the mer- 


chants of these countries in Span- 
ish and Portuguese. Not just 
merely translations of English, 
but in the way that the merchants 
have to be talked to, so that they 
will buy your goods. The large 
German population of the United 
States also deserves to be taken 
into consideration. The German 
advertising that Johnstone puts 
out is not Pennsylvania Dutch, 
but the kind that would find favor 
in the eyes of the most exacting 
Berlinese.” 


PRINTERS’ INK. 


THE tendency with plenty of 
space at one’s disposal is to build 
up a long argument, one part lead- 
ing into the next. The result is 
an admirable case of special plead- 
ing, but not good advertising. The 
ad that conveys most information 
most agreeably is the one that can 
be read backwards, forwards, or 
from the middle. 





IN OSHKOSH, WIS. 


A correspondent writes: 

On May 24th, the Oshkosh Times 
suspended publication after an exist- 
ence of more than thirty years. In 
1898 it was on the point of suspension 
but was reorganized. For several years 
a vigorous attempt was made to build 
up a circulation. The morning field, 
however, was a difficult one on account 
of the competition of ‘Chicago and 
Milwaukee papers. It gradually sunk 
deeper and deeper, in the quagmire of 
insolvency. In September, 1904 the 
Times was changed -to an evening pa- 
per. With an indebtedness of more 
than $50,000 its career was brief. This 
leaves the Dasly Northwestern the only 
daily in a city of 30,000 inhabitants. 

The Daily Northwestern is a 
member of Printers’ INK’s Roll 
of Honor. Rowell’s American 
Newspaper Directory for 1905 
credits the paper with a rating in 
Arabic figures showing an average 
output of 7,231 copies daily dur- 
ing the year 1904. 





THREE LEADERS. 


Of the twenty-seven class journals devoted to 
advertising mentioned by Rowell’s American 
Newspaper Directory for 1905, the standard 
authority, recognized as such by all intelligent 
advertisers and honest publishers, there are but 
five which made theiractual circulation known. 

These five are the Advertising World, 
19,354; Printers’ Ink, 14,918; the Mail 
O> der Journal, 10,825; Profitable A dvertis- 
ing, 5,508; and the Advertisers’ Guide, New 
Market N. J., 5,062. 

Buying space in the othersis like purchasing 
a bag without knowing what is in it. 

Of the five the three leaders—A dvertising 
World, Printers’ Ink and the Mail Order 
Jour nal—each have, in their respective fields, 
the = circulation. This supremacy, 
incidentally, reflects their influence. 

Class papers, like the advertising journals, 


-have no special privileges to hide their circula- 


tion from advertisers, and the inclination to do 
so must have no other significance than that 
there exists ‘‘a very good reason.” 

Some of these journals prate about publica- 
tions which keep silent in regard to their circu- 
lation, whereas they themselves commit the 
same offense. 

Their publishers somehow don’t seem to 
realize that critics who themselves commit the 
offenses they deplore, are listened to with 
broad smiles of comprehension—not with any 
confidence in what they preach—Zhe Mail 
Order Fournal for Fune, 1905. : 














. ADVERTISING can-be pitched too 
high. In the attempt to be ex- 
clusive it is possible to exploit the 
ordinary convenience of life in 
such a light that the average 
reader will regard them as the 
peculiar luxuries of millionaires. 





A porTFoLio from the Ralph 
Advertising Company, Springfield, 
O., outlines the principles and 
policy of that agency and exhibits 
many specimens of its work in 
the field of advertising in agri- 
cultural journals. The specimens 
show good command of black and 
white effects, and are a study in 
the utilization of small spaces. 





Tue editor of Rowell’s Ameri- 
can Newspaper Directory asserts 
that he cannot be either unfriend- 
ly or even friendly to anybody. 
He has to proceed upon a uniform 
plan that will fit all cases, because 
without it no basis for a com- 
parison of circulation would be 
possible. Whoever will furnish a 
signed statement of his actual 
output for a year showing the 
number printed of each issue and 
the average issue, aids the Direc- 
tory ‘work and gains the Direc- 
tory editor’s thanks. Such a 
statement, duly signed and dated, 
is always accepted as true until 
pretty strong evidence of its 
falsity is brought forward. In 
an unwillingness to furnish such 
a statement, exhibited year after 
year, the Directory editor’s ex- 
perience teaches him to suspect 
that the withholding of exact in- 
formation exhibits a desire to 
conceal the true state of the case 
and thereby gain a more favor- 
able, rating than actual facts 
would warrant. This may lead 
the Directory editor to now and 
then injure his book by giving 
a rating lower than the paper 
might have if its business man- 
ager were more open and _ busi- 
ness-like; but the Directory editor 
never does this unless he is mis- 
led. for it is his aim to make his 
book an authority that may be 
relied upon by those who spend 
their money for the purchase of 
advertising space in newspaper 
columns, 
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DEATH OF CHARLES M. 
HOGAN. 


Charles M. Hogan, general manager 
of the Siegel-Cooper Co., New York, 
died of erysipelas at his home in Cen- 
tral Park West recently. Mr. Hogan 
was fifty-one years old, and had been 
connected with the department store 
business since 1871, when at seventeen 
years of age he entered the employ of 
John Wanamaker. In a short time 
he was promoted and given charge of 
the credits and accounting. In 1894 
he came to New York and associated 
himself with the management of the 
Hilton, Hughes & Co., store, Herehe 
won new fame for himself, and when 
the Siegel-Cooper store was being pre- 
pared in 1896 he was chosen to be its 
manager. Several years ago he was 
secretary of the concern. Mr. Hogan 
was a member of the Sphinx Club, the 
Aldine Association, an enthusiastic 
athlete,’ and had connections with 
other business interests. 


RyersoN W. JENNINGS, pfo- 
prietor of the Little Hotel Wil- 
mot, Philadelphia, has leased a 
summer hotel, the Rose Valley 
Rest House, near that city, and 
advertises it partly by little foot- 
notes like the following on his 
Philadelphia bills of fare: 

If you have not settled in your own mind 
where to send the wife and babies this summer, 
look up what the Guest House of the Rose 
Valley Association offers. Run out some after- 
noon or Sunday. The little book at the 
Cashier’s desk will tell you how to get there. 
Don’t expect anything grand. You won’t find 
it. Don’t expect an overgrown monstrosity. 
You won’t see it. But you will come across a 
“*homely” sort of a place, where you’ll feel at 
home. 

If you wish comfort (not style) 5 if you wish 
quiet (not music) ; if you wish home cooking 
(not French entrees); if you wish plainness 
(not gilt and stucco), come out and see the 
Guest House of the Rose Valley Association, 
at Moylan (Media Branch Penna. Ry.), or take 
the trolley to Darby, and then on. The con- 
ductor will tell you where to get off, this side 
of Moylan. If interested just a wee bit, the 
Cashier will hand you a little book. 

The Guest House at Rose Valley is greatly 
different from so many places of entertainment 
in the country. IT MAKES GOOD! You 
get eggs that were laid the same day, you get 
milk with the cream in it, you get butter away 
beyond suspicion, you get cooking that pre- 
vents you from ‘‘seein’ things at night.” The 
Cashier will hand you a book if you so desire. 

Anyone traveling on the Media branch of the 
“ Pennsy” would hardly think that right over 
the hill from Moylan such a beautiful spot as 
Rose Valley exists. It is owned by the 
Rose Valley Association. Part of their plan 
is to make outside people comfortable and con- 
tented. The Wayside Inn, called the Guest 
House, does that. See the little book about it 


at the Cashier’s desk. 
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Letters, a little eight-page busi- 
mess periodical devoted to form 
letters, especially the reproduc- 
tion of them in exact imitation of 
typewriting, has been started by 
the H. M. Van Hoesen Company, 
Chicago, which claims the largest 
output in this line in the world. 
The first issue deals with details 
of the company’s plant, as well as 
with principles of using the form 
letter, and gives several pages of 
commendation from prominent 
firms that are its customers. 





A YOUNG UP-STATE 
AGEN CY, 


ae: 1. Ss: Elliott advertising 
agency, of Rochester, N. Y., is 
only about one year old, but al- 
ready has several very desirable 
accounts, and promises to grow 
into an important general agency. 
L. B. Elliott, formerly advertising 
manager for Bausch & Lomb, 
that city, retains the manage- 
ment of this company’s advertis- 
ing, and also plans and places the 


Sen-Sen account. “Rochester 
needed a_ general agency,” he 
says, “to take care of advertising 


already developed and to create 
further accounts among her man- 
ufacturers. Her importance as a 
manufacturing center is under- 
stood when it is remembered that, 
with a population of 182,000, she 
has industries capitalized at $85,- 
000,000. There are sixty-four 
shoe factories with an annual 
output of $12,000,000, fifteen flour 
mills producing 1,000,000 barrels 
yearly and 2,750 separate manu- 
facturing establishments. Roches- 
ter has the largest thermometer 
works, the largest button factory, 
the largest lubricating oil plant in 
the United States, the largest op- 


tical instrument factory in the 
world, and is the leading pro- 
ducer of photographic cameras 


and supplies. She leads the world 
also in seed and nursery stock, 
and has the largest preserving 
plant. She is the third city in 
this country ‘in the manufacture 
of clothing, with a yearly output 
of $12,000,000, and the value of 
her manufactures yearly is over 
$75,000,000,” 


PRINTERS’ INK. 


Tue. Evening Journal has ap- 
peared as a competitor. of . the 
Times-Dispatch and News-Leader 
in the Richmond field. It .gives 
promise of being a paper of 
“known circulation,” as Smith & 
Thompson are its foreign repre- 
sentatives, 





At a special meeting of the 
Board of Directors of the Inter- 
national Advertising Association, 
recently held in New York City, 
twenty-two (22) members. were 
elected and the following gentle- 
men chosen to the directorate: 
J. M. Bugbee, adv. mgr., Walter 
Baker & Co. Ltd.; O. H. Cosden, 
sec’y, Wm. B. Riker & Son Co.; 
Louis Eckstein, pres., Red Book 
Corporation. Second annual. con- 
vention of the association will be 
held in New York City, Tuesday, 
October 18th, 1905,. continuing 
two or three days. Committee 
are already at work preparing a 
programme for what it is believed 
will prove to be the most suc- 
cessful convention of advertising 
interests ever held in the country. 
At the banquet which will close 
the proceedings, every branch of 
the business will be represented 
by speakers of national and in- 
ternational reputation. Our read- 
ers will be duly advised of the 
programme as issued. It would 
be a good idea to calendar these 
dates and be in New York City at 
this time. The association has 
inaugurated a Bureau of Infor- 
mation and Statistics for the com- 
pilation of data relating to every 
phase of advertising. A_ sheet 
will be regularly issued to its 
members showing the number of 
agate lines carried by each of the 
principal magazines, duly classi- 
fied by advertisers and headings 
such as “food,” “wearing ap- 
parel,” “automobiles,” etc., etc. 
The newspapers of the country 
have been respectfully requested to 
furnish the Association _head- 
quarters with a statement of cir- 
culation and the billposting, out- 
door sign and street-car interests, 
a statement showing the volume 
of space controlled and operated. 
All this information will be duly 
classified by cities that any specific 
inquiry may be speedily answered. 











THe Minneapolis Journal as- 
serts that it made a record for 
May which is worthy of consid- 
eration. In that month the Jour- 
nal says it ran ahead of its near- 
est competitor by 171 columns of 
advertising in 27 issues, while its 
nearest competitor had 31 issues 
including four Sunday papers, and 
also carried 732 columns more 
than its next nearest daily com- 
petitor. 


COPYRIGHT MAY BE EX- 
. TENDED TO ADVER- 
TISING. 


Congress intends to frame a 
new copyright law next session, 
and all the interests that depend 
on copyright, as well as others 
that really need it in their busi- 
ness, are working on its provi- 
sions. For example, despite the 
growth of piano-players, there is 
no way of protecting perforated 
music, either by patent or copy- 
right, while as most advertisers 
know, advertising has no more 
protection. A conference was held 
informally in New York recently 
to bring out as wide a range of 
opinions as possible on the sub- 
ject. The American Newspaper 
Publishers’ Association was rep- 
resented by Don C. Seitz, Louis 
M. Duvall and J. S. Bryan, the 
magazine publishers by W. W. 
Appleton, G. H. Putnam and 
Charles Scribner, and the adver- 
tisers by Will Phillip Hooper, 
acting for both the Sphinx Club 
and the International Advertising 
Association. Architects, authors, 
the bar, dramatists, librarians, 
theater managers, music publish- 
ers, directory publishers, photo- 
graphers, photo-engravers, de- 
signers, printers, educators, news- 
paper artists, illustrators, sculp- 
tors, print publishers and other 
interests were also represented. 
Herbert Putnam, Librarian of 
Congress, organized this confer- 
ence at the request of the United 
States Senate committee on pat- 
ents, and is its chairman. A sec- 
ond conference will be held in 


October to draft a new law, and at 
a third meeting, just before Con- 
gress meets, it will be finally re- 
vised. 
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THe “Olympic,” a jeweled one 
dollar watch, will be placed on the 
market this fall through magazine 
half pages, by the makers the S 
F. Myers Company, Maiden Lane, 
New York. Mr. B. Clarke, ad- 
vertising manager of that firm for 
the last twenty-five years, will 
also put on the market a new self- 
loading fountain pen. 





A PIONEER IN ADVER- 
TISING, 


Early in his business experi- 
ence P. J. Healy, one of the 
founders of the house of Lyon & 
Healy, Chicago, who died recently 
in that city, was a believer in ad- 
vertising. The young firm was 
scarcely beginning to do business 
profitably, it is said, when he 
made an _ advertising contract 
amounting to $12,000 covering the 
country with the famous little 
bandsmen. Mr. Lyon, the senior 
partner, rather questioned this 
move, not believing that the 
money would ever come _ back. 
Mr. Healy was fond of telling 
how they argued this point before 
the contract was signed. Not 
long before he died; in recounting 
the experience, he was _ asked, 
“Did the advertising really pay?” 
He paused a moment and then 
replied, “Well, that was over 
forty years ago; the returns are 
not all in yet.” Until the estab- 
lishment of the big mail-order 
houses Lyon & Healy received the 
second largest mail in Chicago, 
and still receives the fourth 
largest. The daily grist of letters, 
chiefly from advertising, often 
ran as high as 3,000. As soon as 
these were answered it was Mr. 
Healy’s invariable custom to have 
them sent down to the furnaces 
and burned. He would never 
waste postage on an inquiry one 
month old in the hope of getting 
further business, but always made 
it a rule to advertise for fresh in- 
quiries. This practice is contrary 
to the present system of many 
successful advertising business 
houses, yet the business man who 
condemns it must remember that 
it was part of the policy of the 
largest house of its kind in the 
world, 
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Rosert F. Patne has been 
elected president of the Scripps- 
McRae Press Association. He 
was general manager of the as- 
sociation since its establishment, 
eight years ago. 


THE MANITOBA 
PRESS.” 


The publishers of the Winni- 
peg, Man., Free Press, pay cash 
for a certain number of annual 
subscriptions to Printers’ INK 
and send the paper complimentary 
to some of their advertisers, ac- 
companied by the following letter: 


We beg to advise you that we have arranged 
to have sent regularly to your address, which 
we would ask you to accept with our compli- 
ments, a copy of Printers’ Ink, a journal for 
advertisers published in New York. 

The Free Press offers to the advertiser no 
inducements to contract for a fixed amount of 
— or for any specified length of service, so 
that its sole claim to secure and retain patron- 
age consists in its ability to produce results, 
Marketing its advertising space on this prin- 
ciple, it is of the greatest importance to the 
Free Press that the announcements inserted 
in its columns should yield profitable returns to 
its patrons. 

he merchants of Winnipeg are recognizing 
more and more the necessity of producing 
“ business bringing ” copy, andit isin the hope 
that “ Printers’ InK”’ may contain articles of 
interest and helpful suggestions along this line 
that we take the liberty of placing it before 
you. Printers’ Inx is generally acknowledg- 
ed to be the best advertising magazine pub- 
lished. It is comprehensive inits information, 
unbiassed in its opinions and seasonable in its 
suggestions. 

We bespeak for ita careful persual of your 
first number, feeling assured that the interest 
created will guarantee a cordial reception for 
the subsequent issues. 

Yours truly, 
Tue Manitoza Free Press Co. 


AN INTERESTING QUES- 
TION. 


Tue MINNEAPOLIS JOURNAL, 
The Great Daily of the Great Northwest. 
MINNEAPOLIS, Minn., May 27, 1905. 
Mr. Chas. }. Zingg, Manager, 
Printers’ Ink Pub. Co., 
New York, N. Y.: 

Dear Str—We notice that ina recent issue 
of Printers’ Ink, the advertisement of the 
Minneapolis 7rzbune under Roll of Honor 
states: ‘* The Evening 77zbune is guaranteed 
to have a larger circulation than any other 
Minneapolis newspaper’s evening edition. 
The carrier-delivery of the daily 77zbune in 
Minneapolis is many thousands greater than 
that of any othernewspaper. Thecity circula- 
tion alone exceeds 40,000 daily.” 

Kindly inform us ifthe circulation Guarantee 
Star of the American Newspaper Directory 
includes a guarantee by the American 
Newspaper Directory that the statement 
above written is trae, and ifthe same offer 
made by the American Newspaper Directory 
that they will pay $100 to the first person 
who successfully controverts the accuracy 


“FREE 
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this case, the 


in 
same as on the ordinary circulation ratings 


of the statement holds 


accorded. Ifthe guarantee does not apply to 
the statement above written, we beg to submit 
that Printers’ Ink is loaning itself to the 
— ‘of an advertisement entirely mis- 
leading to the advertising public, because this 
statement is so written and so expressed as that 
being published in connection with the Guar- 
antee Star it would imply that the American 
Newspaper Directory guarantees it as well as 
the ordinary circulation ratings. 
We will be glad to hear any expression from 
you on this matter before we take it up further. 
Very truly yours, 
Ww. McK’ BARBOUR, 
Advertising Manager. 


The Guarantee Star attached to a 
publication in Rowell’s American 
Newspaper Directory means exactly 
what the guarantee clause says, no 
more and no less. 

The Directory has no control 
over its use outside of its own 


pages. PRINTERS’ INK solicits 
advertisements for its Roll of 
Honor based upon the facts 


which Rowell’s American News- 
paper Directory states in regard to 
a publication’s circulation, stated 
in Arabic figures, and it insists 
that they shall be in accord with 
the Directory. Yet Printers’ 
INK permits a publisher entitled 
to representation in the Roll of 
Honor to say anything additional 
on his own responsibility, 

Below follows an exact reprint of 
the catalogue description of the 
Minneapolis 7rzbune, as it appears in 
the 1905 issue of Rowell’s American 
Newspaper Directory : 

TRIBUNE; every day (morning and 
ran ae, editions) except Sunday evening, 
and FARMERS’ TRIBUNE, twice-a 
week, Tuesdays and Fridays; republican; 
—- ten totwenty four, Sunday thirty-four 
to fifty-six, twice-a-week eight pages 18x24; 
subscription—daily :(without Sunday) $3 
Sunday $1.50. twice-a-week $1; established 
r= Re J. Murphy, editor and publisher 
Circulation—Daily: 
706 34,2 1897, 40,653 

r ’ sOe or 
1898, 5 0,287 ; forl89,49,086; 
for 190, 55,102 1901, 
$9,520; for {902 66,872: for 
1903, 2,832; for 1904, 
Sunday: In 1895. E- In 18%, E. In 1897, 
Fee iol erik ag! 483 for at 

‘or 190 oe sfor : * $ . 
f Be : Jor 1903, 61,074; for 1904, 
Twice-n-week: In 18%,G, In 18%.G. In 
1897, ¥. In 1898. F. In 1899.yF. Actualav- 
erage for 1% 37,615; for 19!. 51,406: 

or 192, 74,714; for 1%3, 68,686; Jor 

904,56,814, 

2” The absolute correctness of the latest 
circulation rating accorded the daily Tri- 
bune is guaranteed by the publishers of 
Rowell’s American Newspaper Directory, 
who will pay one hundred dollars to the 
first person who successfully controverts 
its accuracy. 


Actual average for 
97; for 18%, 38,- 
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THE COST OF MANUFAC- 
TURING NEWSPAPERS. 


A SYSTEM DEVISED FOR THE CHICA- 
GO “TRIBUNE” WHICH IS SAID TO 
BE THE FIRST SCIENTIFIC METHOD 
OF ASCERTAINING WHETHER A 
LARGE NEWSPAPER IS MAKING OR 
LOSING MONEY ON ITS MANUFAC- 
TURE—PUBLISHERS HAVE THUS 
FAR BEEN SATISFIED WITH GROSS 
PROFIT OR LOSS — COMPLETE 
SCHEDULES FOR INSTALLING THE 
SYSTEM. 








In the manufacture of a large 
newspaper American publishers 
have usually been satisfied with 
more or less general results. Gen- 
erally, all they desire is to know 
at the end of the year whether 
the property has paid a profit or 
sustained a loss. If profit is 
shown, the business is considered 
to be in satisfactory condition. If 
there is loss, expenses are redu- 
ced and a greater revenue sought, 
but only along rather vague lines. 
With no exact system of watch- 
ing cost in every department, no 
distinction can be made between 
the department that is weak and 
that which is strong. Retrench- 
ment is apt to be done blindly, 
and perhaps the department that 
is curtailed most heavily is pre- 
cisely the one that is making the 
most money. Scientific methods 
of bookkeeping and manufacture 
are as new to newspaper publish- 


ers, it is asserted, as_ scientific 
credit methods in accepting ad- 
vertising, 

What is said to be the first 


scientific cost system ever devised 
for the manufacture of a news- 
paper was lately completed for 
the Chicago Tribune by a firm of 
expert accountants. This system 
is based upon the latest principles 
of modern accounting, and_fol- 
lows the details of manufacture 
from editorial room to delivery 
through each department, day by 
day. condensing reports by heads 
of department into monthly sum- 
maries, and finally reducing the 
whole year’s operation to a single 
sheet in a loose leaf record, in- 
fallibly showing profit and_ loss, 
Strength and weakness, progress 
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and retrogression, in each depart- 
ment. 

“We have never known here- 
tofore where we stood in manu- 
facturing the Tribune,’ says Me- 
dill McCormick, publisher of that 
paper, “and our method of going 
it in the dark has been that of all 
other newspaper publishers. Not 
long ago, for example, an expert 
took charge of two newspapers 
that were supposed to be losing, 
together, $30,000 a year. ) Inves- 
tigation showed that one of the 
properties was really losing $120,- 
000 a year, while the other was 
making money. In our case we 
found some time ago that on 
every copy of the Sunday Tribune 
sold we were losing one and a 
quarter cents—that is, each copy 
cost us so much more to manu- 


facture than we got for it. Our 
advertising revenue makes the 
Sunday Tribune profitable, but 


until we knew what the cost of 
manufacture was, absolutely and 
to a dollar, it would have been 
unsafe to enter upon any cam- 
paign for increasing our Sunday 
circulation. In other words, we 
were going it blind on a business 
of millions, The Tribune does a 
commercial engraving _ business, 
apart from its own engraving, of 
$25,000 a year, and a syndicate 
news and matrice business for 
other papers of $150,000 a year— 
we supply the complete Sunday 
supplements of four other papers. 
On such departments we did not 
know what we were making or 
losing, and do not know certainly 
yet. Our new cost system is de- 
signed to show accurately. We 
have already learned that one of 
the most costly departments on 
the paper is that for setting dis- 
play advertisements. Twenty to 
thirty per cent of the expense in 
this advertisement is for changes 
and revisions in advertisers’ 
proofs. Jt costs us from $90 to 
$05 to set up a page of advertising 
for the State street stores.” 
Mr. McCormick has submitted 
for publication in Printers’ INK 
a complete set of the monthly 
schedules of his system, believing 
that they will interest publishers. 
If this or a similar system is 
adopted by all members of the A. 
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N..P. A., he says, there will re- try are unreasonable in their de- 
sult in a very few years.a body of mands for proof revisions, then 
data regarding manufacturing cost the publishers as an organization 
that will enable the association to might be able to determine what 


z — = - ——w 


Mr. MEDILL McCormick, Publisher Chicago “ Tribune.” 
largely reduce certain expenses. is a fair allowance of corrections 
If, for instance, it is found that and set a reasonable limit. Cur- 
advertisers throughout the coun- tailment of unnecessary expense 





















of this character might result in 
better rates to. advertisers. 

The system is all based upon 
daily reports of heads of depart- 
ments. Such reports are now 
universally employed in newspa- 
per manufacture; but in hardly 
any cases are they used as a basis 
tor compiling summaries, Good 
in themselyes, they have never 
been scientifically carried out to 
their logical conclusion. The edi- 
torial and business departments of 
a paper are more or less fixed in 
their expenses, being based large- 
ly on salaries, but: the mailing, 
composing, press and stereotyping 
rooms use supplies, and with 
items such as ink, postage, paper, 
ete, constitute varying charges. 
The monthly summary sheets in 
the. Tribune’s system condense 
the daily reports from each de- 
partment, a sheet being allotted to 
the eleven departments of the 
paper: 

Schedule No. 1, Cost of News, 
Editorials, etc. Gives totals, also sep- 
arate cost for daily and Sunday issues. 

Telegraph News: Wages night edi- 
tors, copy readers, etc. Office supplies. 
Maintenance telegraph operators’ room. 
Telegraph news. Telegraph news ex- 
ense. Telegraph tolls. Cable tolls. 
elephone tolls. Salaries special corre- 
spondents. Expenses special corre- 
spondents. Associated Press weekly. 
Associated Press special. Laffan ser- 
vice. Lake marine news. Other news 
Special newspaper ser- 
vice. New York bureau salaries. New 
York bureau expenses. Washington 
bureau salaries, Washington bureau 
expenses. Foreign salaries and ex- 
penses. Miscellaneous. 

Local News: Executive _ salaries. 
Wages assistants, copy readers, etc. 
Space and_ specials. _ Reporters’ city 
expenses. Office supplies. Office main- 
tenance. Publications purchased, Tele- 
phone service. Messenger service. City 
Press Association weekly. City Press 
Association special. Miscellaneous. 

Schedule No. 2. Cost of, Paper and 
Ink. Divided into daily, Sunday and 
syndicate, and carried out in average 
cost per thousand eight-page papers. 

Paper: Pounds paid for; less wrap- 
pers, weight of paper. Waste; white, 
print, bag. Weight of paper delivered 
mail room; news, pink, half-tone, 
music. Eight-pages delivered to mail 
Toom; news, pin lf-tone; music. 
Excess weight; news standard at — 
lbs. per M. 8-pages, pink standard at 


associations. 


— Ibs. per M. 8-pages, half-tone stand- 
ard at — Ibs. per M. 8-pages, music 
standard at — Ibs. per M. 8-pages. 


Cost of excess weight; news, pink, 
half-tone, music. Gross cost of paper 
used; news, pink, half-tone, music. 
Less wrappers; cost, loss, recovered by 
Gales. Gross cost less wrappers. Less 
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waste; cost, loss, recovered by sales: 
white, print, bag. Total net cost of 
Paper (forward). Average per M. 
8-pages printed. Average per M. copies 
printed, 

Schedule No. 3. Cost of Etchings 
and Electrotypes. Gives separate rec- 
ords for daily, Sunday, syndicate and 
commercial work. 

Etching Department: Wages, regu- 
lar. Wages, overtime, Photo supplies 
and ‘chemicals. Zinc. Power. Main- 
tenance. Rent. Gas and light. De- 
ferred renewals. Miscellaneous, Total 
expenses. Total square inches pro- 
duced. Total cost per square inch. 
Daily (news), Sunday (news), syndi- 
cate, commercial. . 

Electrotype Department: Wages. 
Supplies. Power. Rent. Mainten- 
ance. Deferred renewals. Miscellan- 
eous. Full page electros made. Av- 
erage cost per electro. 

Schedule No. 4. Composing-room 
record. Gives total cost of all com- 
position, with separate cost of news, 
ae eS and classified. 


metres Department: Labor, news 


heads. abor, news body. Labor, dis- 
play, Labor, classified. Ringmen, 
Metal. _ Gas. Power. Maintenance. 
Deferred renewals. Misceilaneous. 


Hand Composition: Labor, news 


heads. Labor, news body. Labor, 
classified. Labor, display setting. 
Labor, display distributing. Labor, 


Labor, display ad- 
vertisers’ changes. Maintenance. De- 
ferred renewals. Miscellaneous. 

General: Supervision. Forms and 
galley. Other Jabor. Rent. Light. 
Supplies. Miscellaneous. Proof-room 
wages. 

Schedule No, 5. Cost of Matrices 
and Autoplates. Daily, Sunday, syn- 
dicate and commercial, 

Matrice Department: | Matrice pre- 
paring, wages. Matrice preparing, 
supplies. Total. Average cost per 
matrice prepared. Matrice moulding, 
wages. Matrice moulding, wages over- 
time. Matrice moulding, supplies. 
Matrice moulding, power. Matrice 
moulding, maintenance, Matrice mould- 
ing, deferred renewals. Average cost 
per matrice made. 

Autoplate Department: Casting au- 
toplates, wages. Casting autoplates, 
overtime. Casting autoplates, metal. 
Casting autoplates, supplies. Casting au- 
to plates, power. Casting autoplates, 
rent. Casting autoplates, maintenance. 
Casting autoplates. deferred renewals. 
Casting autoplates, miscellaneous. 
Number autoplates cast. Average cost 


each. 

Schedule No; 6. Press-room Cost 
sheet... Daily, Sunday and syndicate, 
reduced to eight-page papers. 

News Presses: irect labor, regular 
pressmen. Direct labor, overtime. 
Direct labor, subs Friday. Direct 
labor, subs Saturday. Maintenance, 
wages. Maintenance, rollers. Main- 
tenance, supplies. Maintenance, power. 
Maintenance, deferred renewals. Main- 
tenance, miscellaneous. 

Color Presses: Direct labor, regular 
pressmen. Direct labor, overtime. 
Maintenance, wages. Maintenance, 
rollers, Maintenance, supplies. Main- 
tenance, power. Maintenance, defer- 


display make-up. 
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red renewals. Maintenance, miscellan- 
eous. 

General: Supervision. Rent. Light. 
Supplies. Miscellaneous. 

Schedule No. - Cost of Selling 
Newspaper. Sunday and daily. 


City: Clerks’ wages. Outside wages. 
Outside expenses. Printing and sta- 
Office rent. 


tionery. Office postage. 

Sample papers. Miscellaneous and lost 
papers. Bonus and commissions. Spe- 
cial allowances. Miscellaneous. Total 
city expenses. Circulation. Average 
cost per M. 

Country: Clerks’ wages. Traveling 
solicitors’ — Traveling solicitors 
expenses. rinting and stationery. 
Office postage. Office rent. Sample 
papers. Missed and _ lost papers. 
Bonus and-com. to dealers. Special 
allowances. Miscellaneous. Total 


country expense. Country circulation. 
Average cost per M. 

Schedule No. 8. Cost of Selling 
Display and Classified Advertising. 
Daily and Sunday, reduced to average 
cost per column. 

Display Advertising: Executive sal- 
aries. Solicitors’ salaries, Clerks’ sal- 
aries. Agents’ commissions. New 
York office. Rent. Potage. Dead- 
head sketches. Deadhead _ etchings. 
Deadhead composition. Deadhead ma- 
trices. Deadhead subscriptions. Mis- 
cellaneous. ‘ 

Classified Advertisin Executive 
salaries. Solicitors’ sa aries. Clerks’ 
salaries. Agents’ commissions. Clerks’ 
commissions. Telephones. Printing 
and Stationery. Postage. Rent. 

Schedule No. 9. Cost of Delivering 
Newspapers. Mailing, city and coun- 
try, average cost per M, 8-page papers, 
daily and Sunday.. 

Mail Room: Wages, regular. 
extra. Twine. — 
plies. Composing galley. 
eous. Rent. 3 

City Transportation: 
service. Wagon _ service. 
mumber horses. Cost per head; hay, 
feed, shoeing, barn men’s wages, 
drivers’ wages, wagon and harness re- 
pair. Loss on horses. Rent. In- 
surance. Premium on bonds. Wagon 
and harness renewals. 

Country_ Transportation: 
service. Street car service. 
ostage. Express. R. R. 

. R. stamps. . 

Schedule No. 10. Exploitation. 
Totals for daily and Sunday. 

City: Advertising in publications. 
Advertising in billboards and_ cars. 
Signs. Corner stands and_ boxes. 
Posters and circulars. Cut below car- 
riers. Special salaries. Postage. 

Country: Advertising in publica- 
tions. Advertising in billboards and 
cars. Signs. Posters and_ circu'ars. 
Cut below dealers. Special salaries. 
Traveling expenses. Postage. 

General: Art supplement purchases. 
Displaying election returns, etc. Prem- 


Wages, 
ther sup- 
Miscellan- 


Street car 
Average 


City wagon 
P. O 


companies. 


iums. Miscel!aneous. 

Schedule No. 11. General Expenses. 
Daily and Sunday. 

Management salaries. Clerks’ sal- 
aries. Clerks’ overtime. Printing and 
stationery. Postage. Rent. Furni- 


ture and fixtures. Miscellaneous office 
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expenses. Donations. Taxes. In- 
surance. Traveling expenses. Legal. 

These department schedules are 
then condensed onto a general 
schedule of revenue and expenses 
for the entire manufacturing 
plant, showing not only the total 
cost of operation, with profit or 
loss, but the total cost of manu- 
facturing each thousand _ eight- 
page papers of all kinds, and the 
individual cost of each thousand 
daily, Sunday and syndicate pa- 
pers. This final schedule also 
shows what proportion of revenue 
is earned by the three divisions 
of the plant: 


Schedule No. 12. 

Revenue: Circulation. Advertising. 
Syndicate sales. Miscellaneous rev- 
enue. Total. 

Expenses: News, editorials, etc. 
Paper and ink. Producing: Etching, 


Electrotypes, Composing, Matrices. Au- 
toplates, Press-room. Selling: News- 
papers, Display advertising, Classified 
advertising. Delivering. Exploitation. 
General. Profit or loss. 

The tendency of the expert 
accountant in perfecting a system 
of this character is to include too 
much detail and too many unim- 
portant items that could better be 
grouped under a general heading. 
It is believed that the Tribune’s 
cost system has been reduced to 
practical working essentials, in- 
volving no unnecessary bookkeep- 
ing, yet giving data of manufac- 
ture with a completeness and 
accuracy that will enable the pub- 
lisher to immediately detect a de- 
tail of any department that has 
gone wrong, and straighten it out, 
or to concentrate enersy behind 
any individual department that is 
running ahead as a producer of 
revenue or profit. 

Jas. H. Cottrns. 


_—_—_— Hor 
THE catalogue of the Linwood Cem- 
etery Company, of Cedar Rapids, <9 
is something out of the ordinary 
cemetery publicity. It contains an i 
teresting account of the history of the 
cemetery, its location and accessibility, 
a description of the service rendered 
by the company, and a map of the 
grounds. Half-tones of fine quality 
illustrate the booklet. The whole is 
printed in sepia brown ink. 
se cts ilapeictaemaiasse 


“Over the Cocoa Cups” is the title 
of a dainty little pamphlet that comes 
from Walter Baker & Co., Dorchester, 
Mass. The text is in the form of a 
narrative, into which are woven bits 
of general information about chocolate, 
and special information about Baker’s, 
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As igielins space becomes more 
expensive and advertising competition 
more keen, so gow the need of using 
this space to the very best advantage. 
It is not enough to merely fill the 
space with type. Bold letters and 
fancy borders may attract the eye and 
briefly hold the attention; but some- 
thing more is needed—good convincing 
English, tersely put and certain to sus- 
tain the interest. 

To advertise any article with any 
degree of success necessitates not only 
an acquaintance with the subject, but 
the ability to grasp the essential facts 
concerning it and write about them in 
the ‘manner you would address a cus- 
tomer who came to your store or office. 
This is advertising art, and_ proficiency 
in it is attainable only at the price of 
much experience and deep study. 

Advertising, in fact, is more than 
salesmanship. It is the press agent of 
the seller of products. Behind the 
printed matter must come the dealer 
with his goods well displayed. To re- 
tain the confidence of the prospective 
buyer, elicited by the advertisements, 
the article for sale must be exactly as 
represented. All the good advertising 
in the world will not restore confidence, 
once it is lost because of misrepresent- 
ed wares, ; 

Advertising is one of the most diffi- 
cult of studies. and unless the ad- 
vertiser is thoroughly versed in his 
subject and has the time to devote to 
it, he should entrust that department 
to some one who can enter into the 
details of selling his product with all 
the enthusiasm of the dealer, plus the 
ability to explain convincingly to the 
public the various merits of the thing 
advertised. 

The advertising representative should 


understand. in the first place, the prod- 
uct to be advertised, secondly, what 
constituency is to be reached and, 


thirdly. the quickest and most economi- 
cal way to reach it. He is the imme- 
diate representative of the advertiser, 
and with him must feel the pulse of 
the trade and the people—New York 
Wall Street —— 
OPEN-FACED ADVERTISEMENTS 

PREFERRED BY THIS MAN 

I have not much use for the adver- 
tisements that conceal their identity, 
so I cannot tell what they have for 
sale until I read the whole article, or 
maybe have to guess by the address. 
I do not like an advertisement where 
it seems they were trying to fool me 
into reading it. 

The first thing I want to know, when 
I see an advertisement, is what have 
thhey got to sell; then if it is some- 
thing want, I ‘read it through. If 
it is difficult to find out about their 
wares, I look for something plainer.— 
Agricultural Advertising. 








e sie 
A Booktet from Ernest F, Gardner, 
Kansas City, outlines ideas that he 


believes will bring better results to mail 
order advertisers. Formerly editor of 
the Western Monthly, Mr. Gardner is 
flow a mail order specialist in that city. 
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One of the distinctive booklets from 
the Vantine store, New York City, lists 
the teas carried in stock poe gives di- 
rections for preparing the beverage in 
various Oriental ways. The cover is a 
delicate effect in Japanese straw work, 
specially executed in Japan. 








Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per ry Five per cent discount may be 
deducte — A in adrance of zubli- 
ped a , i cent 7 frst pu reaps ce 

aid Wi sei nm a ante 0, rs publica ion. 

- y fupe ne ey may a ; without 
er ra charge, if a speci, ion 
asked for an sc ied position ts 
double price will be demanded. 


WANTS. 
DWRITING 1S MY BUSINESS. Whom can I 
serve i Ad dress 
Iss P. K.,”” care Printers’ Ink. 








UBLISHERS of 
fine executive satiny, address 


” care Printers’ Ink. 


agree with publisher, or in Ad 
Dept. cf Commercial | ouse, by @ practical 
printer, Address “G. A.,” care Printers’ Ink. 





ANTED-—Salesmen to handle our line of 
Advertising Novelties and Badges Comm. 
8T. LOUIS BUTTON CO., St. Louis, Mo. 


‘THE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


ee open tor somnent rs a 
workers in al) watt Write for 
Lor FERNALD’S N WSPAPER MEN'S SEX” 
NGE, 368 Main St., Springfield, Mass. 


DVERTISING SOLICITOR and Adwriter 
wants position on live daily. Good busi- 
ness-getter =e salary accepted 
. M.” care of Printers’ Ink. 





ONCERNING TY PE-—A Cyclopedia of Every- 
day sacoenganee be ok ad op Printer Adver- 
tising Man: get “type 50c postpaid; 
ag’ts wanted. A.8, GARNELL 1 150 Nassau St..N-Y. 


ANTED — Adwriter to locate in city of 
200,000, splendid opening for good all- 
around Adwriter. ry ns eopertencss and able 
to make good from the start. Address 
“OPPORTUNITY. ” care of Printers’ Ink. 


ANTED—Partner and location for County 

seat Republican Weekly or Semi Weekly, 

or smali Daily. 1 have the outfit. Write; we 
will find location 

BIRDELL, care of Printers’ Ink, New York. 


VERY ADVERTISER and mail-order dealer 
should read THE WESTERN MONTHLY. an ad 
vertiser’s SST Largest circulation of any 
advertising journal in America. Sample copy 
free. THE WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


UBLISHERS—We want advertising space for 
Blair’s Fountain Pens and Fluid Pencils that 
bid ge A 5% profit on the business —~ it brings. 
copies and rates to BLAIR FOUNTAIN 

PEN CO., 163 Broadway, New York. 


EWSPAPER MAN, 8 years’ experience in all 
branches of business. seeks permanent lo- 
cation on good daily, as Business or Advertising 
Manager, in oan J of 10,000 or over. Highest ref- 
erences. Correspondence invited. Box 347, 
Joplin, Mo. 


ADVERTISING 
MAN. 


Ex enced, would consider favorable roposi- 
tion for all or half of his time; now and for the 
past three years with one of the largest firms 
and advertisers in the country; personal rea- 
sons; present employers ay recommend. Ad- 
dress S 378,” Printers’ Ink. 
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ANTED—An experienced advertising solic- 

itor to represent a weekly textile publica- 

=. Must bea ~d to show a record. 68, 
ving full age and experience, 
with references, 
. DRAWER 835, Charlotte, N. C. 


ADVERTISING MANAGER, 

in charge of advertising service department 
of a trio of trade papers, wishes to devote entire 
time to planning and execution of a “business- 
increasing” advertising campaign for a large 
manufacturing or mercantile concern. Practi- 
cal experience in writing general, trade and 
technical copy for .--fpaaammcmamaa booklets and 


catalogues. 
“Cc, i. G.,” care Printers’ Ink. 


THOROUGHLY EXPER ®©XPERIENCED COMMER- 

CIAL ARTIST, pow in charge of an en- 
graving pient, ye to give attention to some 
— articular line—Machinery,Sboes or Auto- 
mobiles. This for some one manufacturer in his 
publicity department. The manufacturer will 
tbus have the benefit of concentrated attention 
for both advertising and catalogue work—a 
condition favorable to the prodrepca of the best 
pictorial publicity. ““R. W. V.,” Printers’ Ink. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers sbould use the classified col- 
umps of PRINTERS’ INK, the business journal for 
advorsiness, putiehes weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisera 
than any otber publication 1p Pie United States. 


~ ~ TO $10 A DAY made by conducting a 
2) MAIL-ORDER BUSINESS at bome or of 
fice during spare hours Small expense starts 
you. We furnish catalogues, stationery, adver- 
tising, etc., supplying merchandise as orders 
come in to you ig profits and cash coming in 
daily. Fine line specialties and novelties, Grand 
=, for ad-men, printers, publishers— 

ry ~~ any one—to increase income. Catalogue 
CHICAGO JO SPECIALTY CO. (Est. 1885), Chicago. 


Ww filied 1,124 positions last month. Could 
have filled more 4 we could have found 


the right men. Duri 903 we listed over 25,000 
high. oe opportun ative. Positions paying 
from $1,000 5, @ year now open for com- 


petent Cn dod Executive, Clerical and Tech- 
Bical men. Offices in Weities. High-grade ex 
ype? If you are a capable man, write for 
a and booklet. HAPGOODS ne. ), Brain 
rokers, Suite 511, 309 Broadway, New York. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for ready positions at & week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 i, another 
$5,000, and any number earn $1,500. be best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds su we 
GEORGE Bed OWELL, Advertising and put 
ness Expert, 1467 Temple Court, New York 
—_—— 


"NAPABLE MAN, with new and original ideas, 
to write and plan advertising for a large 
Distillery placing bottled goods = the market. 
State age and experience. Addre 
“ORIGINAL IDEAS, wed 
Care of Printers’ Ink. 


a 
A Writing Salesman 


can create more demand than several trav- 
eling salesmen. Young man of 10 S.-P. (10 
Salesman- Power), possessing attractive 
style and the most comprehensive advertis- 
ing training, desires sition. 

C.,” Printers’ Ink. 
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COIN CARDS. 


$3 PER 1,000, Less tor more any printing. 
O THE COIN WRAPPER CO. Detroit, Mich. 


1 . 00012250 NOS Co. Fe. + Wiadioon og 
a 
RARE OPPORTUNITY. 


$2 9 0 0 0 — er wileac ot Rtas 1 


itants, together with # come ne sobbing plant. 
Failing bealth and jose & partner- 
ship the xe for Satering this ‘on for less 


than one-half t rohase rice. Must be sold 
before July 15. wt dress D care Printers’ ink. 
de 
MAILING MACHINES. 
ae. DICK MATCHLESS MAILER. lightest 


ae uickest. Price $12. F. J. VALENTINE, 
Mfr., i) ermont St., Buffalo, N. Y. 
——_+or—___—_ 
TIN BOXES. 
IF you bave an atieastivn, handy pack ou 
will sell more press and get better A ces fier 
them. Decorated tin boxes Lage ge appear- 


ance, don’t break, are apd preserve S| 
contents. You can buy in one- halt gross lots and 
at very low prices, too. We are the folks who 
make the tin boxes for Cascarets Huylers, Vase- 
line, Sanitol. Dr. Charles Flesh. Food, New-Skin, 
and, in fact, for most of the .” But we 
Bey, * just as much attention to thee ttle fellows.” 
ter send for our new illustrated catalog. It 
contains lots of valu 
free. AMERICAN 
tome Street, Brooklyn, N. 
maker of TIN BOXES outside the Trust. 


HOUSE-TO- HOUSE DISTRIBUTION. 


OLTON’S National House-to House Distribut- 
a 4 Service enables advertisers to place 
their printed matter into the homes of the peo- 
ple residing in the rural —.. qoceriag 
thousands of small towns, villages and hamlets, 
which are seldom covered thoroughly’ ay one any 
otber line of advertising. Service is 
results are sure to be satisiactory’ eepec especialy 
during the warm months. Write now 


ticulars. 
WILL A. MOLTON, 
National acvorins Distributer, 
442 St. Clair Street, 
Cleveland, Ohio. 
—_——oe 
PRESS CLIPPINGS. 


ss Press Clipping Bureau, Topete 
Kan., covers Kan., Mo., Ark., Tex.,O. T. & I. 





ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e S8t., New York. Service good and prompt. 


CARD INDEX. SUPPLIES. 


Tt all we make. Our prices — right. 
Sampie sets and prices upon request. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bidg., Phila. 





—__- + -_—_—. 
CEDAR CHESTS. 


M°%- -PROOF Cedar Cheste—Made of fragrant 

Southern red cedar and absolutely proof 
ainst moths. Prices low. Send for Te 
PIEDMONT FURNITO RE CO., Statesville, N 





MISCELLANEOUS. 
UR AGENTS f: ie tiat “make b peetie, a0 Bani 
lad se & 
and pa 
TH 


FAIR a CO., 556 Fm in Bt 
8. 
Pa postales of Ladies’ and cnildrenre Special- 


PREMIOMS, 
Raa a ap goods are — builders. Foes: 


4 br others from the foremost ow Lead 
and wholesale aeaiers in elry and kindred 
lines. 500-page list price justrated catalogue, 
eee anbually issue now reads; 
MYERS CO.. diw. and 49 Maiden Laue, N. Y. 
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POST CARDS. 


ALF souns made from photographs of bo- 
tels, local views, busi —_ buildings, etc., 

ewtate & - printing on cards. Also print 

and * 


mples furnished. 
TANDARD: os ane n St. 


ries 
DISTRIBUTING 


Deeresarne was placed during the month 
April in every town of any consequence 
in the Southeast by the Bernard Advertising 
ice for four of the largest users of house-to- 
house distributing in the U. 8. Write — 
mate to CHAS. BERNARD, Savannah, G. 


+o 
A DDRESSING M. MACHINES. 


Donaniye MACHINES—No type used in 
Wallace stencij addressing machine. A 

card index stem of addressing used by the 
ers throughout the country. Send 

Gr circulars, We do addressing at low rates. 
WALLACE & CO., 29 Murray St., New York. 
1310 Pontiac Blig., 358 Dearborn St., Chicago, Ill. 


Diipeed STANDARD AUTO AUTO ADDRESSER isa high 
a eeaeaing machine, run by motor or 

Sy: ee ml embodies card index idea, 

Prince vie visibly; pe rforated card used errors im- 
ble; Cperution simple. Correspondence 80- 


cited. 
B. F. JOLINE & CO., 
123 Liberty St., New York. 
—_—_~or——————_ 


ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 55 River Street, Chi- 
cago, writesadvertising—your way—his way. 


ADE i Wee hag more. 
Been at it 14 yea. 
JED 8C {Ca RBORO, 


557a Halsey St.. Brooklyn, N.Y. 


I DO NOT BELIEVE 
ay to. Wealth be of me would promptly 
beyond the dreams 
of avarice,” nor do I ask you to believe it—but 
T po IMPLICITL BELIEVE 
that such “‘salesmen ”’ as travel for you through 
the mails, rf e. . ey Riv a Circulars, Book- 
pe ae. “dressed”? and might 
= “talk” be better Mt I had the grooming of 
i — 
% VORTHER IMPLICITLY BELIEVE 


I that your 
pave your way 


that my ideas, as they would appear in your 
literature. would secure for you a sufficient in- 
gentoo cae mses traceable tothem—would, 


= et “eut enough (extra) ice” for you to 
ke the “ sting ” out of my bill for * gumption- 
ing the necessary “gumption”!! There are 
of men who read this column every week— 
never miss it--who easily might—and, doubtless, 
often—do more ne pg things than to write me 
for a lot of sampl es that will show just how 
closely I cling to “humdrum ” conventions and 
kiln-dried futihties in my work. I do not ex- 
t any man who may think this aimed at him 

ve pends by than 2 cents’ worth of interest when 

Ww 

No. 35. rn. MAULE, 402 Sansom St. Phila. 


[ S NOT THIS TRUE! 
1 —— " there be 1 ong form of advertis- 
ing a to miscarry than what are 
ewe so “Follow- up” Letters, which so con- 
stantly “rile” their recipients and thereby stamp 
out =“ possible hope, of patronage for their 
aut 

I myself constantly receive circular letters 
(often from conoerae ee -.*K know notin, 
that are so utter! 


r pe have sent zour pb Bem a pre- 


oumabld at uate an hag tg catalogue or 
circular, and do not hear from him, it were 
toa the subject for the second time 


se 
bey. epeencere jt a tarcber hearing be desired. 





hy jozing” letter onthe more or less skil- 
fully disguised lines of You've bad my Cata- 
logue; w why the ! i! 1! { don’t you send me your 
order! ! is not an alluring proposition to 
‘ore the man who knows little about 
‘ou, and can so easily be made to care vastly 
ess, I try to remember Cat +_o is always 
plenty of room for self- “horse-sense”’ 
the oP epuliging” and beg- 

—in such bids for business, 


0.42, FRANCIS I, MAULE, 402 Sansom St., Phila, 
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SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (©@@). 253 Broadway, New York 





BOOKS. 


——— Pi Mar: 
& A. LACE 
trode Mark Sepeeth, enhe eb 
Established 1869, 
1 CENTS secures (25c.) s (25c.) Handbook for Women 
—a trade-bringer as Souvenir or Premium; 
also number of responses to this PERN ad. 


book mailed 
eo apd 


. CRA 
Roanoke Building, © iedoa. 


M MODERN ser cole 

pt CALKINS & HOLDEN 

describe the theory of general advertising— 
how this theory is applied to various kinds of 
business; functions of the advertising manager, 
the advertising agent, and a digest of the vari- 
ous mediums used, such as newspapers, maga- 
zines, billboards, painted signs, street car cards, 
trade and class journals, as weil as circular let- 
ters, mailing cards, folders, pamphlets, house 
organs and follow-up systems. It is the on) 

book of this kind, and the first complete doo! 

written upon advertising. Sent, express paid, to 


apy address for Fe 
D. APPLETON & CO., 
3 E. 14th Stret, New York. 
—_———+oo 


TRADE JOURNALS. 


AKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,600 (@©). 253 Broadway, New Yors. 


66 R41, ESTATE,” Amsterdam. N. Y., circu- 
lation 3.000, for real estate dealers and 
owners; $1 a year; names of buyers each month. 


BUSINESS OPPORTUNITIES, 


In the May 31 issue, page 41, 

I advertised for a partner with 
$5,000, to manage the Hoke Process 
$ign Works; the place has not been 
filled; at the lowest estimate . 
there is $2,000 per year to the 

right man. 


fam W. Hoke, 52d St., N. R., N. Y. 


duniesiiee Se citiaiananmmates 
IMITATION TYPEWRIITEN LETTERS. 


[ization Typewritten Le Letters of the highest 

grade. We furnish ribbon, matching ink, 
reser Samples free. SMITH PTG. CO., 812 
Broadway, Toledo, Ohio. 


CLASS PUBLICATIONS, 


if ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York, 


FOR SALE. 


Ore of the best Weekly Newspapers in South 
Central Kansas. Official County Paper, a 

money maker. For owe address 
“F. W.,” Prioters’ Ink. 


-COLOR PLATES, 5 pal suitable for 
Blotters. Cost $15 set; will sell for $2.75 
per set of 3 plates. pecimen ‘samples, 10 cts, 
PENN PAPER CO., 7_N. Sixth St., 
Philadelphia, Pa, 


$2 x 0 BUYS 6-col. Washington, 5x8 gob Fides, 
DU jot of Type, Cases, Stands, Stock, ete. 
Good outfit for small weekly, monthly or mail: 
order work. Send for proofs, samples and 
scription. bargain, KE. HAKREL, Rock- 


» BY. 


Tn well-known publication, TRUTH. For- 
yd in name for Magazine. No debts. Has 

390,000 circulation weekly. Its pictures ad- 
Sites it over the world. ™ les, original 
drawings at great bargain. Might trade for 


real estate. ‘Address 
"TRUTH, care Printers’ Ink. 
PRINTING, 


RINTING at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 














50 PRINTERS’ INK. 


HALF. ues. 


ERFECT copper half 
ext yee YOUNGsTOWN hie EN. 
GRAVING CO., Youngstow: 
EWSPAPER BALE TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Deliveret we a 1 ensh ccom panies the order. 


nd fo! 
OXVILLE ENG RAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions, 10 Pa 

inches or onemer, a gee prepaid, T5e.; 

6 or more, 50c. coh, with order.’ Ali 

newspaper screen a. day ‘ond night. 

—— for cirowlars. —~ a gy = 

iewspaper oo. . O. Box 815, 
Pallanelphie iphia, : 


PAPER. 
B BASSETT & SUTPHIN, 
oun Seen man St.. New York City. 


= a apoione. Diamond % Perfect 


white fo for b h-grade catalogues 





ADVERTISING AGENCIES. 


OnE AGENCY, 1 Madison N. ¥. 
edical journal advertising pte nor My 


es oats ADVERTISING CO., 3400-3402 
., San Francisco, Cal. 


Ww. aaa & SONS ADVERTISING COM- 
e PANY, Laclede de Building, St. Louis, Mo. 


ee ‘Advertising A nts, 44 Broad 

. Private wires, n. Phila. ete. 

one B. e ‘WELAND ADVERTISING AGENCY 
Hand! 


Jes but one business of a kind. 
9% Chestnut estnut Street, Philadelpbia. 


URTIS-NEWHALL CO wea. 189%. Los 
Angeles, A. New > 
magazine, trade paper “FAK — 


OUR ADVERTISEMENT - 43 Magazines for 
the price of one. Invest yr 
ACME AD AGENCY, 48 Seven’ Av., Bklyn, NY. 


A Gene FRANK & CO., 25 Broad Street, N. Y. 
General Agrertae Agents. Established 
Chicago. ladelphia. Advertis- 
Goer all kinds placed in every part of the world. 


ge AND SWASEY, San Francisco— 

~~ west of Chicago employ 60 
come ai igs ~ vertisers by advising judiciously 
newspapers, billboards. walls cars, distributing. 


anaes advertising promises results which 
ost careful Lage ee ne betnig os 





fo fy list he whole 
efficiently. "gab Babes 25 ADVERTISING 
AGENCY, Ltd., Montreal 


ADWRITING. 
OHN CUTLER, WRITER OF ADVERTISING. 
Box 2312, Boston, Mass. 
os 
PUBLISHING os OPPORTUNI- 


To get into period ical Pabitshing, 
And get in right, 

With a small investinent or large, 

Write or call and see 

It is my business to to kno now hov how 

To lavest for profit and enhancement, 

Tell me yourself oar goal and your desires. 

RON P ARRIS, 


cM 
Broker in Publishing Propert 
2653 Broadway, New Y: we 


PRINTERS. 
Pe. Write R. CARLETON Omaha, 
Neb., for copyright lodge cut catalogu 
E print catalogues, bestztote. ctrontars, adv. 
na I tings, ite for prices. THE 
BLAIR PTG. om 54 Main St “Cincinnati, O 
—_+or———— 
DESIGNERS AND AND ILLUSTRATORS. 
ESIGNING, illustrating, | , illumi- 


tog. THE EMLEY S10 Rerseasnpe 


ADVERTISING MEDIA. 
CENTS line for ad 
10 td per line for ‘pees in THE 


K, Bethlehem, F 
HE Bez, Beg, Danville, Va._On Only eveni: in 
T field. Average circ’p 2,9. eteelew. 


DVERTISERS’ GUIDE. Newmarket, N.J. A 
postal card request will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE Circu 
lation 17,500 (@@). 253 Broadway, New York. 


HE EVANGEL. 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitied to re- 
ceive tne paper for one one year 


ie & physicians are are es: rich in Troy, 

is read by 
70 per cent of Faura viele aigh: ate ass medical 
propositions accepted. Minima Minimum rate, 4c., plates. 


EARN SHOW WINDOW TRIMMING!—Full 

course of lessons for the wou ~|¥ in 
The Cincinnati Trade Review id 25 cents 
for one year's trial subscription THE Eencin 
NATL TRADE REVIEW, Cinc Cincinnati, Obio 


RaseRess CHATTANOOGA PRESS. Chat- 
tanooga. Tenn., 50.000 circulation guaran 

teed, proven: 200,000 readers. Best medium 
South for mail-orger and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 


a 
ELECTROTYPERS. 
E make the electrotypes for PRINTERS INK. 
We do the electrotypin; for some of the 
largest advertisers in the coun! rite us for 
rices. WEBSTER, CRAWFORD & CALDER 45 
Rose St.,New York 


cinch cians 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circo 
lation 17,500(@@) 253 Broadway. New York. 


SUPPLIES 


D. WILSON PRINTING INK CO.. Limited 
e of (7 Spruce St., New York. seli more mag 
azine cut inks than any other ink bouse in the 
trade. 
Special prices to casb buyers. 


ADVERTISING NOVELTIES. 


GENTS wanted to sell ad novelties, 25% co: 
3 samples, 10c J.C. KE! C. KENYON, Owego. N Y. 


ICE CREAM AND AND SODA SIGNS 


ART Y, Wurtsboro, 


mrs for sample and pri — price new oe acl 
Kitchen Hook and Bill File. Keeps your aa 
before =A housewife and business man. THE 
WHITEHKAD & HOAG CU., Newark, N. J. 
ihemsbes in all large cities. cities. 


Color Baromete! eters. atty canbe 





maiied in 64 po 
1.000. inclu ing imprin Send 10c. for A 3 ee. 
FINK & SUN ve pr st Philadelp! 


DOUBLE YOUR BUSINESS 


I OFFER ny service as a Business Engineer 

ee If I succeed in doubling your 
business, y y me a small commission. 
If I fail, 1, you my Bom acquired expensive informa- 
tion and I have lost valuable time. 

My booklet—Doubling a Business—will be 
sent you on request. rite for it on your 
letter-head. The booklet explains in detail 
my original trade-expanding plan. Send for 
this booklet to-day—it is absolutely free. 


ALT. F. CLARK, General Mer., 
Tue Barnarp System, Dept. 19, 
87 Nassau St., New York. 
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NEW YORK CiTy, SAN FRANCISCO, 
740 BROADWAY. 740 MARKET STREET. 


S. N. Wood & Co. 


CLOTHIERS, TAILORS, 
FURNISHERS, HATTERS. 


5: 





San Francisco, Cal., May 27, 1905. 
Printers’ Ink, 

New York, N. Y., 

Dear Sirs:— 

We do not know whether our sub- 
scription to ‘‘Printers’ Ink'’ has 
expired so are enclosing $2.00 to pay 
for renewal. 

The fifty-two numbers of ‘'Print- 
ers’ Ink’’ which a subscriber re- 
ceives every year contain more prac- 
tical information on business getting 
and building than any other publi- 
cation issued in the United States, 
Our advertising department certainly 
appreciates the weekly visit of the 
‘* Little Schoolmaster,.'' 


Yours respectfully,- 











BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 


‘PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


7 INK WEEE 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 


33 UNION SQUARE, N.Y. 


RECEIVE. FREE OF CHARGE! 








In writing an advertisement— 
or anything else for that matter— 
it is essential that the strong 
points of the proposition dealt 
with be brought out with the ut- 
most force and prominence, and 
that all matters of lesser import- 
ance be subordinated, if not elim- 
inated altogether. If this course 
is essential in writing an adver- 
tisement is it not of almost equal 
importance that it be pursued in 





@” wave vou'a emp 0007— THEN YOU WANT 


THE Amateu 
ontinem braine 


A practical and concise, yet thorough. 
gaastn ths art of training, handling and the cor- 
recting of faultsof thedog subservient to the gun 
afield. Acknowledged by authoritiesand amateurs 

the prac on ever 

The author ts a practical trainer of 

over 30 years’ experience whose system is up to 
date a qualed. a 








, ‘OF J Tf . 
coftS SOON JURE DUT SAHOTNATE Din 
theories, based on ical exp 

time reading matter. but 





Not a large volume of 


guaranteed to contain most practical inform 
0 the subject at any price. Sent paid on receipt 
cloth bound 


of price—paper . $1.00; 
And Goud Emposses, $160. 
FIELD AND STREAM OFFICE 


No. | 


the illustration of an advertise- 
ment? Take the ad marked No. 
1, for example. This ad exploits 
a publication which teaches*the 
dog owner how to train his bird 
dog. Obviously the two import- 
ant points are the man and the 
dog. The miscellaneous scenery 
introduced in this advertisement 
is obviously out of place, and 
worse than useless, because it de- 
tracts attention from the man and 
the dog. It also occupies—to no 








purpose—a lot of valuable space. 
The illustration marked No. 2 
thoroughly eliminates this objec- 
tionable feature. 

* * * 


The makers of cigarettes show 





No.2 


excellent taste in the labels and 
boxes in which the goods are put 
up. Most of the cigarette boxes 
one sees in the cigar store win- 








CAN MAKE CIGARETTES LIKE THESE 
GERE {S A PERFECT CIGARETTE MAKER 





Yo 


“ The TURKO GIGARETTE ROLLER 
You 


e 








J an baal 
‘pail 206 your friends 80 simple that you can learn tm 6 eaimute Ove compe 
FURKO ROLLER met pon-pad tor Twenty-five conte 

Address, CHARLES W. OLIVER, 96 Willem Strout. New Yow 


dows are really attractive and 
tempting, and this element of 
neatness and attractiveness has 
also been carried into cigarette 












REST TTS 








ws 


C- 


Ww 





2 aI 








advertising as it appears in news- 
papers and other publications. 
Here is a man who advertises a 
cigarette roller but who does not 
seem to have caught the correct 
idea. Cigarettes must be neat 
and dainty, but this advertiser 
uses the heading “You can make 
cigarettes like this,” in connection 
with a picture which is certainly 
repellant. The articles shown in 
this advertisement look like old 
railroad ties dug up out of the 
mud. This advertisement would 
hardly appeal to the cigarette 
smoker, 
* + + 

The Knabe piano advertisement 

reproduced herewith wastes a 


DUD FOUNDATI 


PLAN 
"EXCELLENCE 





quarter page of excellent tags 
zine space. This is one of t 

few advertisements of which it 
can truthfully be said that it has 
absolutely nothing to recommend 
it. Its appearance is not inviting, 
it is badly balanced and pretty 
sure to print poorly in almost any 
kind of a magazine. Even the 
solitary statement which the ad- 
vertisement makes is of no par- 
ticular value. We are told that 
“The fame of Knabe rests on the 
solid foundation of all piano ex- 
cellence.” Of course this is 
something which the maker of 





PRINTERS’ INK. 53 


any piano can say, and which most 
of them have said, either in these 
words or in “something just as 
good.” This is not advertising in 
any sense of the word. The m 

ing of a bald, unsupported state 
ment of superior excellence con- 
veys no meaning to anybody and 
will not sell goods no matter how 
meritorious the goods may be, 

* * * 


Whether you are going to 
paint this spring or not you can- 


not fail to be attracted by this 
‘National Lead Company adver- 
tisement. This is an example of 


handling space in the most intel- 
ligent way. In order to show a 
man in the act of applying paint to 
a house it is not necessary to 



















Are You 
Going to Paint 
this Spring ? 


Pasnting « always expensive and you want to 
have st done as cheaply as you can. Where wild 
you economize? By buying cheap paint and save 
ing @ little, or by using PURE WHITE LEAD 
and saving a great deal? 

# $100 00 job you might save $10.00 in 
first cost by using adulterated? White Lead or poor 
pant. PURE WHITE LEAD ¢. $70.00 more 
would edd greatly to the appearints and 50% 1% 
the life of the paint Which is the cheaper? Take 
out your pencil and figure the saving your- 
self It doesn’t take long to prove that the cheap 
stuff costs the most. It bring» the next pointing 
bill at teat $0% sooner -That $10.00 saving 
is an expense and n6t s saving, after all. 


commen won euetan + nenpte 

206 beiptul way. and elle you PURE WHITE 
LEAD « ane pore war rome snrre LEAD oid 
ones f ris 


od ame we 
Free oe request. Gené postal seta.’ 
NATIONAL LEAD COMPANY 
stews 








show the entire village in which 
the house is located, nor even a 
€ carefully drawn or correct repre- 
sentation of a house. The man- 
ner in which this advertisement 
is handled shows plenty of house 
for all practical purposes and 
leaves lots of white space for the 
adequate display of the text. This 
advertisement occupies a full page 
in June magazines. 
—_—_ +e 


A TWELVE PAGE realty folder from 
Chas. J. O’Toole, Winnipeg, Manitoba, 
describes five-acre suburban tracts for 
gardening and trucking near that city 
the arguments being at once tempered 
and yet enthusiastic, 
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Dacation Time. 


The Summer is here and the happy thoughts of vacation time are 
uppermost in the minds of those who can afiord to slip away from the 
toils of business for a few weeks or even a few days. Alas, how few of 
our country publishers who can afford to take any enjoyment out of 
life simply because they run their business in a slip-shod manner, and 
are forced to keep their nose to the grind-stone three hundred and 
sixty-five days out of a year, in order to eke out an existence. They 
will accept advertisements at any old figure offered to them or enter 
into any old trade deal where they are not forced to pay money. They 
never seem to figure that their time or labor is worth anything, and 
when the end of the year rolls around they have less money than at the 
beginning and their plant isone year nearer the junk shop. For over 
eleven years I have been preaching “‘ Pay cash for your purchases,” 
but my words have been wasted on I may say thousands of good honest 
men who are too short-sighted tosee their own failings. Send for a 
copy of my price-list and at your leisure figure up how much you would 
have saved since last Summer on your ink purchases, provided you had 
been buying from me. You run no risk, as I guarantee to refund the 
money also the transportation charges whenever you feel that you are 
not satisfied with your purchase. 

Address, 


PRINTERS INK JONSON 
17 Spruce St., New York. 





COUNTERFEITING 


is one part of our business ; we imitate original type- 
written letters so closely they cannot be told from the 
original. That is the only kind worth using. 

We furnish mailing lists of any class, any- 
where, do addressing, mailing, and everything in the 
circular advertising line. 

Our 60 page catalogue is valuable for your office. 
You could not buy the information in it for $500.00 if 
you gave a direct order for it. It’s free, with samples 
of letters, envelopes, etc., also our booklet, “ Experi- 
ence Teaches.” 

We have been in this business 21 years, and 
occupy 27 rooms on one floor. 


TRADE CIRCULAR ADDRESSING CO., 


125 S. Clark Street, Chicago, Ill. 
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Store 





BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how 
to make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their 
views sem any subject discussed in this department. Ad 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


dress Editor Business and 











Mr. Arthur G. Battersby, of 
The Universal Talking Machine 
Co., 28 Warren st., New York, is 
presenting to the merchants of the 
larger towns and smaller cities a 
plan which seems well calculated 
to not only stimulate business by 
increasing trade among regular 
customers, but to insure a healthy 
growth by attracting new ones. 

A talking machine, the Zono- 
phone, forms the basis for the 
whole scheme. It is practically 
the same machine that is sold reg- 
ularly at $25. The merchant in 
each town who first closes a con- 
tract with the company, buys 
twenty-five of these machines, or 
as many more as he desires at 
$12.50 each, including a twenty- 
four inch brass horn and_ ten 
eight-inch records which retail at 
fifty cents each, making a_ total 
value, at regular prices, of $30. 
With these machines go a number 
of contract blanks or leases for 
the merchant’s customers to sign, 
whereby the merchant delivers a 
machine at once but remains the 
owner of it until the customer 
has purchased goods to the 
amount of $30, or any other 
amount that the merchant may 
prefer. The contract or lease re- 
quires that purchases to the 
amount fixed upon must be made 
within a specified time. Only the 
machine is delivered to the cus- 
tomer, the merchant retaining the 
records, which the customer must 
have before the machine can be 
used, and selling them at fifty 
cents each, thus bringing the net 
cost of each machine sent out 
own to $7.50, or, a record may 
be given with each $5 purchase. 
The Talking Machine Company 
makes a contract with but one 
merchant in each town, and Mr. 
Battersby not only contracts with 
a local paper for liberal spaces in 
which to advertise the scheme 
over the merchant’s own name, 
but furnishes the copy for the ads 


and takes personal charge of 
every detail, all without extra 
charge to his customer. 

It is a more attractive proposi- 
tion than the trading stamp to 
both the retailer and his custom- 
ers. To the retailer because he 
controls it in his town—bcause 
it enables him to give away some- 
thing desirable and of almost 
equal value with the goods pur- 
chased; and because, in the rec- 
ords, it adds a side line for which 
there is sure to be a lively de- 
mand and a big profit for a long 
time, without investment. 

He may simply take orders for 
records at a profit of thirty per 
cent, or, if he chooses, carry a 
stock and make fifty per cent. He 
is pretty sure to “make,” either 
way, for every man who ever 
owned a talking machine knows 
the fascination of the thing and 
the almost insatiable appetite for 
new records. It is more attrac- 
tive to the customer because he 
gets $30 worth of goods and $25 
worth of talking machine for $30, 
instead of spending $400 or $500 
to get a “present” worth perhaps 


Where talking machines have 
not come into general use, it is 
an attraction in itself, and even- 
ing or afternoon concerts may be 
the means of attracting many new 
faces and, in pretty short order, 
the dollars of their owners. Some 
merchants will argue that it is 
only paying: a commission or 
making a discount for business 
among regular customers, which 
would come anyhow. But that is 
wrong, for the total amount 
must be purchased within a given 
time and, in many cases, regular 
customers will buy for neigh- 
bors who are not regular cus- 
tomers, in order to reach the 
required amount in time to get a 
machine. That will make the 
neighbors who are not customers 
think some, and become custom- 
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ers themselves, so that they too 
may get talking machines. And, 
even if regular customers alone 
were supplied, the trade in rec- 
ords would very quickly wipe out 
any possible loss from that source 
and show a good profit. 

I believe it is a part of the 
scheme to have a few “talking” 
records made, by which the ma- 
chine itself, as it stands in the 
store, may be made to tell the 
whole story. These may _ be 
worked in to advantage between 
the musical numbers, verifying 
the newspaper ads and saving a 
great deal of time that would 
otherwise be spent in explaining 
it by word of mouth. The whole 
idea has been very thoroughly 
worked out in every detail, and it 
would seem an easy matter to 
carry it out successfully, almost 
anywhere. 


* * 
An error that is very common 
among small merchants is to 


place limitations on any sort of a 
gift offer, which go far towards 
defeating the purpose of such an 
offer. For instance certain lines 
that are sold on a close margin 
will be excepted, forcing custom- 
ers to buy in certdin other lines, 
and more perhaps than they want 
or can use, in order to get the 
present. This is wrong. It de- 
tracts from the liberality of the 
offer and leads to arguments or 
misunderstandings that are any- 
thing but profitable to the mer- 
chant. Another and greater mis- 
take, which I am glad to say is 
much less common, is to add a 
little to the prices in certain lines. 
Such errors are being corrected 
all the time, however, either by 
competition or common sense, 
and it is only a question of time 
till they will have disappeared 
with the “P. M.” and other mis- 
takes so common a few years ago. 
* 


No doubt, most of those who 
read this department, remember 
the old “P. M.” scheme. It was 
practiced mostly in the clothing 
and furniture lines. The “P. M.” 
was simply a colored tag attached 
to a “shop keeper,” or poor sell- 
ing article, and bearing in char- 
acters which the customer could 
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not understand, the amount which 
the salesman would receive, in 
addition to his salary, if he suc- 
ceeded in “working off” that par- 
ticular article. Of course, it 
worked to the disadvantage of the 
customer, and indirectly to the 
disadvantage of the store. The 
better class of stores then woke 
up to the fact that the right way 
to get rid of such merchandise 
was to put prices on it that would 
lead people to buy it for just 
what it was, on price alone. This 
left no ground for complaint on 
the part of the customer; but if 
one was so unreasonable as to 
complain the money was refund- 
ed as freely as though the goods 
were desirable and easily re-sold. 


The “money back” policy has 
been so generally adopted by 
merchants big and little, every- 
where, that there is little or no 
need of pointing out its advan- 
tages, both to merchant and cus- 
tomer. It is the way the policy 
is carried out, or rather is not 
carried out, that calls for com- 
ment and correction, In many of 
the small stores, the money is re- 
turned only after much arguing 
and cross-questioning, and then 
is returned so grudgingly as to 
antagonize the customer. In 
most of the large stores, the cus- 
tomer is offered a credit check 
instead of the money; and if the 
money is demanded, it is only 
after the unwinding of seemingly 
endless red tape that it is to be 
had. The merchant had better 
not offer “money back” at all than 
to give it back as many of them 
do. The proper way to refund 
money is to refund it—to hand 
full purchase price to the cus- 
tomer without quibble or question, 
as soon as you have. determined 
that the goods were purchased at 
your store and are in good con- 
dition. Then, after the customer 
has received the money, ask a few 
polite questions, explaining that 
you only wish to know in what 
particular the purchase was un- 
satisfactory so that you may avoid 
dissatisfaction in other customers 
from the same cause. 


The merchant who wants to 











make the most of the money back 
and free exchange privileges 
should inclose, with every pur- 
chase, a printed slip requesting the 
customer to return the purchase 
for exchange or refund, if for 
any reason, no matter "what it 
may be, she would rather have 
other goods or the money. Of 
course, wearing apparel, combs, 
brushes and things of like nature 
are sometimes excepted, and very 
properly. Goods to be returned 
for exchange or refund should 
be sent for and other goods or 
the money returned, if the cus- 
tomer cannot conveniently call at 
the store. It will generally be 
found that the customer will be 
much less anxious to desire ex- 
changes or refunds if the mer- 
chant is entirely willing to grant 
them; and of course, the basic 
idea of the whole scheme is to 
sell goods that would never be 
sold but for the return privilege. 
* * * 


Comparatively few merchants 
take advantage of the opportunity 
to distribute advertising matter 
through the packages that are 
sent to, or carried away by cus- 
tomers every day. There are 
many different ways to work it, 
all to some advantage. For in- 
stance, in the packages that go out 
from one department, inclose a 
printed circular calling attention 
to another department—some spe- 
cial offer, or good descriptions of 
regular goods, with prices. When 
the offers or some particular offer 
in your newspaper ad is to hold 
good for a week or more have 
some reprints of the ad to inclose 
with purchases. These are very 
inexpensive, even when printed 
on a good quality of paper, be- 
cause the type is already set and 
there should be no charge for 
composition. In addition to these, 
there is the advertising matter 
which is furnished by manufac- 


turers, much of which is very 
good. Advertising matter for 
this purpose may be anything 


from a little slip the size of an 
envelope, to a large booklet. 
* * * 
There is one kind of package 
advertising which should be cut 
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out for good, and that is the kind 
that makes a walking ad of the 
customer. The merchant makes 
his profit on his goods—he has no 
right to try to make another one 
by making a huge placard of his 
customer. The most that is ever 
done nowadays, by the wise ones, 
is to print a modest little card on 
the wrapping paper, reading “If 
lost kindly return to Johnamakers, 
oth Street and Broadway,” or 
concn of that sort. It may be 
that in some cases a reward is 
offered or hinted at. It .wouldn’t 
be a bad idea, for, as a rule, the 
customer would be willing to pay 
a small sum for the recovery of 
a lost purchase, and the reward 
could be fixed according to the 
value of the goods returned, 
* * * 


There should always be a copy 
of the current newspaper ad con- 
spicuously posted in each depart- 
ment, for ready reference in case 
of any dispute that may arise re- 
garding it. The newspaper will 
pull a few extra, clean proofs for 
this purpose, and if these are 
neatly affixed to bulletin boards 
at different points about the 
store they will not be unattractive 
and may save considerable time. 
Many stores also make a practice 
of posting a copy of each day’s ad 
in each window, and that is also 
a good idea, particularly so, if the 
descriptions in the ad match the 
goods in the window. Care should 
be taken however, not to plaster 
the window glass full of ads, for 
nothing so cheapens and gener- 
ally detracts from a window as a 
lot of papers stuck all over the 
glass. And that brings up an- 
other point—don’t allow your 
goods to be covered up by theat- 
rical or circus lithographs. You 
can’t afford to have such things 
cover up or distract attention 
from your goods. 

—_—_+9@)——— 
RESOURCEFUL. 


Advertising Expert—I’ve written the 
praises of all these lots but one. I’m 
afraid you can’t sell that one. 

Real Estate Agent—What’s the mat- 
ter with it? 

Expert—Why, it’s on an almost per- 
ounlidae hillside. 

Agent—Call attention to its wonder- 
facilities.—Cleveland 


ul drainage 


Leader. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Scuoss Bros, & Co., 
Advertising Department. 
Fine Clothes Makers. 
Battimore, Mp. 
Editor Ready Made Department: 

Will you, in the interests of good 
advertising, kindly give me your frank 
—_ and comparison of these two 
ads! 

I am writing you as the best author- 
ity I can think of, 

Will you please make your comments 
as unmistakable as English can be ex- 
pressed? Thank you. Yours truly, 

A. J. Dutton. 

_ There can hardly be two opin- 
ions as to the relative merit of 
the ads you submit—number two 
is so unmistakably the better. 
Number one merely exhausts the 
visible supply of adjectives, while 
number two says something de- 
finite about the garments adver- 
tised. Number one is a_ hodge- 
podge of more or less ugly types— 
there being no less than ten dif- 
ferent faces employed, while num- 
ber two appeals to the eye and 
the artistic sense by the use of 
only two different types, with 
plenty of white space well dis- 
tributed and without meaningless, 
mussy rule work. If by any pos- 
sibility they were written and 
laid out by the same man, it 
must have been with the deliber- 
ate purpose to make number one 
appear as a horrible example by 
the contrast, and I can hardly be- 
lieve that anybody has seriously 
questioned as to which is the bet- 
ter ad, either in matter or man- 
ner. You're welcome. 

This One is Weak in Two Places. The 

Headline Should Be “Silver Fillings, 

o Cents.” “Another Good Habit” 

Might Apply to Most Anything. And 

the Question of Quality is Left Open, 


Another Good ] 
Habit! 


Pay soc. for Silver Fill- 
ings. ou have been pay- 
ing twice as much_ else- 
where. Dr. Sam Jessup, 
dentist, makes any sized 
Silver Filling for soc. 

Lady Attendant. Swedish 
spoken. 

314 East Main St., 
Galesburg, III 

















Good One for a Druggist. 





Danbury, Conn., News, 
Good Ads Are Plentiful. 


From the 
in Which 





Spring Sickness. 


_When_ you feel draggy, 
listless, lazy, not really sick, 
but far from well, what you 
need is a new supply of 
rich, red _ blood. Spring 
sickness is only an effort of 
nature to adjust the body to 
the changed condition of 
temperature and __ season. 
Help the system with Dr. 
Bennett’s Tonic. It is safe 
medicine that makes good 
blood, sound digestion and 
builds up weakened vita‘ity 
and impaired strength. The 
ideal medicine and tonic for 
old and young is Dr. Ben- 
nett’s Tonic, 


BALDWIN & MACDON- 
ALD 


258 Main St., 
Danbury, Conn, 











This is Very Good But Why Not 


Prices? 


Print 





Fora 
Five-o’clock Tea. 


Nothing can compare with 
a cup of tea or chocolate 
and a plate of Nabisco 
Wafers—so delicate they 
almost melt in the mouth. 
Easy to serve—are liked by 
every one and the acme of 
correctness for light lunch- 


eon. 

Other suitable things are 
Uneeda _ Biscuits, utter- 
thin Biscuits, Graham 
Crackers, Zu-Zu and Oys- 
terettes. 

To be correct, serve any 
of the National Biscuit 
Co.’s products for lunch- 


can furnish their entire line 
—stock always fresh and 
the largest in the city. Let 
us serve you. 


M. SCHUPPERT, 
30 Dubuque St., 
Iowa City, Ia. 





eons, picnics and parties, I | 








ey ame eens 
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Here’s a Hint for Some of You House- 
furnishing Folks, From the Spokes- 
man Review, Spokane, Wash, 


For Rent, Camp- 
ing Outfits. 


Tents, Camp Stoves, Tin- 
ware, Dishes, Hammocks, 
etc. Everything needed for 
your summer outing. 

SAM CROW, 

House Furnishing Co., 

227-229 Riverside, 


|____ Spokane, Wash, 


A Hot Start and a Cold Finish. What 
a Pity to Wind up Such a Good Ar- 
gument With the Generalities Con- 
tained in That Last Sentence. 














A Refrigerator 
That Isa 
Machine. 


That’s the kind you want 
to buy. Don’t buy a box. 
Get the kind that does some 
work for you—keeps the air 
circulating. Refrigeration is 
the successful application of 
the cooling power of moving 
currents of cold air. A big 
box, with a piece of ice in 
it, won't give the effect. 

We keep the best kinds 
of refrigerators-—those that 
have been built. scientifically 
—and proved right. 
COMSTOCK-AVERY FUR- 

NITURE CO., 


Peoria, Il, 








J 


Attractive Proposition for a Stationer 
to Make. Looks Like a Good Big 
Money’s Worth, 


Would You Like 
Some Monogram 








Stationery ? 
Some paper with your own 
monogram on? ou can 


have 48 sheets of paper, 
your selection both of paper 
and monogram with the en- 
velopes to match. 

Also a new card plate in 
Roman or Old English style 
of engraving with s0 cards. 

All this for only $1.50 if 
you leave your’ order 
promptly. 

Don’t miss seeing our 
new stationery—the finest 
line ever shown in the city. 
Prices from 25c. a box up. 


HANFORD & HORTON, 
6 North St., 
Middletown, N. Y. 

















Mr. 


Boyle Has the Right Idea and 
presses it as Below in the Daily Tex- 
arkanian, Texarkana, Ark. 


Dark Room 
Lamps. 


A lamp guaranteed to be 
absolutely light tight, that 
burns oil, giving a _ bright 
yet safe tight to develop by, 
having one orange and one 
extra roe | ruby glass, sold 
elsewhere for $1. Our price, 
50c. 


THE BIXBY DRUG 
STORE, 


102 Main St., 
Brockton, Mass. 











Cool Beer For 
Hot Days. 


There is nothing these 
hot, sultry days so cooling 
and refreshing as a bottle 
of good coo) beer. 

We are also headquarters 
for Lemp’s Draught Beer 
and we handle the best line 
of wines, liquors and cigars 
in the city. Telephone us 
your wants or cal] and see 


us, 
DAN BOYLE, 
222 W. Broad St., 
Texarkana, Ark. 
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Good Use of Small Space in the 
Brockton, ‘dass., Daily Enterprise. 


Ex- 








Here’s Something You Seldom See in 
a Harness Ad—a Definite Proposition 
—and it Ought to Find Plenty of 


0., 











Takers. From the Baltimore, 
News. 
Overhauling 
Harness. 


If yours needs it, a card 
or a ‘phone will bring our 
delivery wagon to your 
door; the wagon will bring 
the sick harness to our hos- 
pital; and our harness doc- 
tors will completely over- 
haul, make a!l necessary re- 
pairs, thoroughly wash, oil, 
polish and redress the leath- 
er; all this is worth fully $3, 
but just to get you and us 
acquainted, we will do it for 
$1.89. 


LITTLE JOE'S, 
Baltimore and Howard, 


.Baltimore, Md. 
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From John James Browne & 
Son, “real estate experts and ar- 
chitects” of Montreal, Canada, 
comes a number of ads which 
seem to show that all the good 
real estate advertising is not done 
in the United States. These ads 
are notable for the clearness of 
descriptions and the frequency 
with which prices are quoted. One 
of them is a reprint on coated 
paper of a full page ad, which ap- 
neared in the Montreal Herald 
for May 2, 1903. It starts with 
a statement as to the large vol- 
ume f business done by the firm 
(a turn over of $525,000 in three 
months), and its exceptional fa- 
cilities; and this is followed with 
brief descriptions of properties 
under the heads of: “Self-contain- 
ed Residences;” “Cottages, Sum- 
mer Residences, etc. ;” “Speculative 
Blocks ;” “Building Lots;” “Busi- 
ness Properties;” “Flats, Tene- 
ments, etc.;” and in each corner 
is a good half-tone illustration of 
some property offered for sale, 
with its location and a few words 
of description. Taken as a whole 
it is a decidedly impressive ad, 
though perhaps not more so in 
proportion to its size than the 
smaller and more recent ones, of 
which the two reproduced below 
are good examples. Some of 
Printers’ Inxs’ friends in_ this 
line may get a helpful hint from 
the footnote on the smaller one, 
which if a thing that is commonly 
done is not commonly advertised. 





NOTHING BETTER IN VALUE 
FOR $8,000 THAN 
Those modern, up-to-date houses on 


Tupper Street just west of Atwater 
Avenue. The front is built of Mon- 
treal limestone, the interior finish is in 
‘whitewood. These houses have not 
been built by a speculator, but by a 
client of ours, from our p’ans and 
under our supervision, which ought to 
be sufficient guarantee that they are 
well built in every respect. Each 
house comprises: 

Basement—Concrete; furnace, etc. 

Ground Floor—Drawing-room, mu- 
sic-room, dining-room, pantry, kitchen, 
servants’ room, back and front stairs. 

First Floor—Sitting-room, five bed- 
rooms, bath and w.c. 

Make it a point to examine these 
houses before buying. We would con- 
sider renting them at $600. per annum 
to good tenants on a three-year lease. 

JOHN JAMES BROWNE & SON, 
Real Estate Experts and Architects. 
207 St, James St., Montreal, Can. 
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SEE THE COLONIAL COTTAGES 
ON HOLTON AVENUE. 


No finer location in Westmount. No 
prettier exterior anywhere. No better 
layout exists. No better finish in any 
house. The best nest egg is a good 
home. Price only $6,500. 


JOHN JAMES BROWNE & SON, 
207 St. James St. Montreal Can. 


N. B.—If any person has leased a 
house and wishes to purchase one oi 
these cottages, we will take the lease 
off his hands 





Dr. Jessup’s Acknowledgment Thi! 
Other Dentists Use Good Material 
Will Get All the More Consideration 
For His Statement as to Workman- 
ship. 


I Will Agree 


that all dentists are using 
good material, but where I 
come in is in the great mat- 
ter of expert workmanship. 

Zylonite plates, $8; 22k 
gold crowns, $5: silver fill- 
ings, 50c.; gold fillings from 
$1 up; cleaning teeth, 75c.; 
painless extracting, soc. 

No charge for extracting 
when teeth are ordered. All 
work guaranteed. 


DR. SAM JESSUP, 
Dentist. 


314 East Main Street, 
Galesburg, III. 


Attendant. Swedish 
Spoken, 





Lady 


= 


From the Philadelphia Evening 
letin, 


~ 





Bul- 





Play Ball. 


The swat of the bat, the 
whirl of the sphere are the 
great features of the day. 

We have equipped more 
clubs than any other Phila- 
delphia house. 

The reasons—quality and 
quantity, 

Every article is new; each 
is high grade. We have no 


seconds, no shop-worn 
goods. 
The prices only are low. 
We have the exclusive 
agency for all the Victor 
Sporting Goods. We have 


every other good line. 
_ Remember—for everything 
in Sporting Goods 


KEIM HAS IT 
1227 Market Street, 


Philadelphia, Pa. 

















the Oakland, Cal., Tribune. 


‘‘The Groves 
Were God’s 
First Temples.” 


All efforts of nature seem 
to have combined to make 
the Santa Cruz Mountains 
the crowning glory of her 
handiwork. 

And Dame Nature added 
a few extra touches round 
about Hotel Tuxedo. Write 
for Booklet. 


FRANCIS W. SMITH, 
Manager. 
Felton P. O., Cal. 

















This Is Wash 
Day 


and washing is hard to do 
under any circumstances-—; 
but doubiy so if you have 
to boil the clothes on an 
old cook stove. Then it’s 
slavery. 

Don’t be a slave; get a 
gas range. 


BINGHAMTON GAS 
WORKS. 
Binghamton, N. Y. 








Weak Headline—Strong Argument. 








If a Man 


Would ask you to-day to 
become a partner in a good 
paying business where only 
a little capital was needed, 
could you do it? When 
you can save, that is the 
time to think of the future 
and its possibilities. 

Spending less than you 
earn will lead you to suc- 
cess and happiness. 

Deposit your savings with 
us—they are here for you 
any time you want them 
—and in the meantime they 
are earning four per cent 
Interest. 


CITIZENS’ SAVINGS & 
TRUST CO., 


Iowa City, Ia. 
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This One From the Binghamton, N. Y., 
Leader is a Good One to Put 
Monday’s Paper Anywhere—With 
the Addition of Prices. 


in 
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An Appetizer from the Washington, 
D. C., Evening Star. 



























































The Pie of the Season— 
the Reeves Cherry Pie. 
Made of fresh fruit and gen- 
erously filled, while the 
crusts are as flaky and de- 
licious as can 

Price, 30¢, 


REEVES, 
1209 F. St., 
Washington, D. C. 





A Timely but “Priceless” One From 
the Williamsport, Pa., Sun. 


Gifts to the June 
Bride—Linens. 


Buy fine Linens for the 
June bride. Nothing will 
delight here more, nor will 
anything come in_ handier 
for usefulness and_ service. 

This is the store for Linen 
buying. There’s a satisfac- 
tory completeness of Linens 
here that will be hard to find 
other paces. Varieties of 
fine Linens by the yard, 
separate napkins and cloths. 

Charming  designs—florai 
and scroll:napkins to match. 
Tea cloths, scarfs, squares 
and embroidered doilies. 


THE BUSH & BULL CO., 
Williamsport, Pa. 











Tihs a J 


The Absence of Prices in an Ad Like 
This is Likely to Convey the Im- 
pression That They Are High— 
Much More Than They Really Are. 


The Adjustable 


Screen 


is the fies for comfort. It 
is absolutely fly proof—will 
fit either the upper or low- 
er sash of any window. It 
can be easily put in and 
taken out from the inside of 
the house without a mechan- 
ic. This does away with the 
ladder and trouble twice a 
year. It is so handy in 
washing windows, adjusting 
awning ropes and cleaning 
the window sil's. It is as 
easily raised and lowered in 
wet weather as in dry. The 
thumb-screws on the inside 
can be adjusted to suit, The | 
frame and screen is com- 
plete for use. Come in and | 
see it—the good qualities -| 
will lease you. 


ILTEN BROS. & TAEGE, 
Granby Building, 
Iowa City, Ia. 
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The 1905 Issue 


Rowell’s American Newspaper Directory is a book 
published annually, which zives complete information 
about the greatest industry in the whole world. 

It is complete, succinct and practical. 

Collectively the newspapers and magazines of America 
own more power than all the governments on earth. 

In dollars and cents of capital and earnings, the busi- 
ness ranks with the greatest; and in importance, influence 
and real value, no other compares with it. 

Conceive for an instant the obliteration of all the 
newspapers! 

Imagine the discontinuance of all the magazines, and 
of those journals pertaining to the various trades and pro- 
fessions. 

There are more than 23,000 different periodical publi- 
cations issued in the United States. 

Every county has its local weekly. Every city has its 
dailies. Every trade has one or more journals or magazines. 
Art and literature in their highest types are disseminated 
in the great monthly magazines and in the national weeklies. 

The growth of these publications in strength and num- 
bers has been coincident with the growth of business in 
America. 

Newspapers and business are interdependent. 

Without a dependable statistical record of publications, 
their growth could never have reached its present pro- 
portions, and the difficulties of the transaction of general 
business would be multiplied. 

Not only the advertiser is interested in Rowell’s 
American Newspaper Directory, but every considerable 
business house has use for it. It is supplemental to the 
commercial agency book and the atlas. 

It is a positive necessity to the man who expends even 
a few thousands per year in advertising. 

It is a profitable investment for the man who expends 
as little as five hundred dollars per year. 

It is valuably suggestive to the man who spends nothing 












as 








PRINTERS’ INK, 63 


for general advertising but who believes that ‘‘sometime” 
he may like to consider such a possibility. 

Even to those who do not now, and never will ad- 
vertise, Rowell’s American Newspaper Directory is valuable 
for the information it contains. 

The general prosperity and intelligence of any county, 
or any State, can be judged more quickly and accurately 
from a knowledge of its newspapers than from commercial 
reports. 

A county with live newspapers is a live county and a 
good place to get business from. 

Trade and credit are best where newspapers are best. 

Rowell’s American Newspaper Directory gives the 
name, location, date of establishment, publisher’s name, 
size, date and frequency of issue, politics and circulation of 
every publication in the United States and Canada. 

These are classified alphabetically by towns and States, 
again by character, or class, or trade. 

You wish to know the leading Republican newspaper 
in Des Moines—turn to Iowa and to Des Moines. 

You wish to know if a paper is published in a new Okla- 
homa town—turn to Oklahoma and the town. 

You wish to see graphically how many towns in 
Indiana are enterprising enough to support papers of over 
1,000 circulation—turn to the map of Indiana, which shows 
such towns and no others. 

You wish information of any -— line of trade, but 
you do not know if, or where, or by whom, there is pub- 
lished any journal devoted to that trade—turn to the 
classification by trades and get the name, place, circulation 
and frequency of issue. 

Is there a journal of taxidermy, of photography, of 
iron, of mining, of stoves, coal, or hay? 

The Directory will tell. 

Who better than the editor of a trade paper knows the 
new and old things of his trade ? 

The Directory will let you reach him with your query. 

Do you wish to judge the conditions in any given 
town or city? Do you wish to know what your customer 
is pushing and what is his competition? Do you wish to 
write him an intelligent letter about his local conditions ? 
What better than an examination of his local news- 
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papers containing his own and his competitor’s advertising? 
Where will you find the names and addresses of the papers 
sO you may secure copies ? 

These are a few of the uses of Rowell’s American 
Newspaper Directory. 

It should have a place in every business office where 
a knowledge of the general conditions of the next county, 
or the furthest State is desirable. 

No man can spend an hour perusing its pages without 
acquiring a broadened vision of the country, its possi- 
bilities, and the facts and potentialities of his own business. 

Rowell’s American Newspaper Directory differs from 
other newspaper directories primarily in point of accuracy. 

It was established thirty-seven years ago by Mr. Geo. 
P. Rowell. 

Prior to its first issue, there did not exist any pub- 
lished list of American periodicals. 

Through all of its years, the Rowell Directory has 
been the only one which made any serious effort to secure 
accurate circulation statements from publishers. Its 
strenuous pursuit of the facts about the number of copies 
actually printed has made for it many cherished enemies 
among those who did not wish the truth to be known. 

On November 10, 1904, Rowell’s American Newspaper 
Directory passed into the hands of the Printers’ Ink 
Publishing Company. It is an absolutely independent 
publishing enterprise. 

Copies of the Directory are sold only for cash. Ad- 
vertising space can be secured for cash only. 

This is the only Directory of which these things are true. 

It is the only Directory seriously regarded by large 
advertisers, and even advertising agents who publish di- 
rectories of their own, generally find that they must depend 
upon Rowell’s American Newspaper Directory for real 
information. 








Cloth and gold; over 1,500 pages. $10 net cash, sent carriage 
paid upon receipt of price. 


SEND ORDER AND MAKE CHECKS PAYABLE TO 


CHAS. J. ZINGG, Manager, 
10 Spruce Street (up stairs), NEW YORK CITY. 








